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ILLUSTRATOR: Dale Nichols, painter, illustrator, teacher, art editor, 
and writer, is well-known for his advocacy of the power of print. 
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*anything 
used 
in 
doing 
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a 
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esp. 
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*in readable colors, too 
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... the strip you zip from a pack of ODIN® office printing 
papers. “Zip” and the pack is a pouch for easy removal of 
Bergstrom’s quiet-white* mimeo duplicator or bond finish 
printing paper. Remaining paper tucks back in the pouch for 
neat, identifiable shelf storage. Later, pack your finished, 
printed work in ODIN’s double-life pouch; then tape-seal. 
You'll save 10%-15% office printing paper loss, plus extra wrap 
and wrapping time, plus temper, hands and fingernails of 
your girl (or man) Friday. 

ODIN samples from your paper merchant, or wire... 
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BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
beautiful papers thoughtfully packed 





Just Diluein Us 


Advertising’s Unsung Heroes 


Production executives are among the unsung heroes of advertising, it seems 
clear to me. 


They carry heavy responsibilities, but get very few of the accolades which 
go to brilliant copy and layout men, art directors, merchandising and marketing 
stars and others who capture the headlines in the advertising press. 


When you stop to think of the hundreds of millions of dollars for the 
profitable expenditure of which production managers are responsible, and of the 
demands on technical knowledge and cost-control and management ability con- 


Stantly made on these hard-working fellows, it's hard to understand why they 
don't get more recognition. 


; Of course, many big agencies have raised their production heads to vice- 
presidencies, and have upgraded them in terms of authority and compensation. 
But in the middle-sized and small agencies, as well as in most advertising 


departments, those in charge of production are all too often at the bottom 
of the ladder in both respects. 


The success of advertising and sales promotion campaigns, from the stand- 
point of appearance, timing, cost and many other vital factors, involves 


production skills and service to a degree not always appreciated, even by those 
closest to them. 


Let's all start singing the praises of good production men and turning the 


spotlight on their achievements! 
SIR fA 


G. D. Crain Jr. 
Publisher 
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What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy ““This Week’s Fea- 
ture” enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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How to Use Traveling Girls for Promotion 
It is neither difficult nor expensive to get publicity on a 
high level by using — correctly — attractive girls. 
AL BE? soHN 


Printing: The Basic Sales Promotion Tool .. . 
In salute to International Printing Week, this comprehen- 
sive report outlines the fundamental printing processes, 
and in a unique portfolio, allows you to make your own 
comparisons. Rosert B. Konrkow 


An Insert with a Sample 


How “TV Guide” put actual samples | in newsstand copies 
of 17 of its editions, working with 5 printers. 


ALLEN SOMMERS 


Use Humor to Reach the College Market .... 
It takes a special light touch, in both copy and art, to tap 
the gold found on today’s campuses. Rocer U. RICKLEFS 


An Exhibit Program with a Plan 
Here’s how Wagner Electric makes most effective use of its 
show budget through long-range planning of its program. 
MILpRED WEILER 


An Exhibit to Sell Homes 


A Florida developer uses a special exhibit center ‘to show 
the internal construction of his homes to prospects. 


How to Buy Art — and Stay out of a Fight! . 
A large buyer of art explains why some costs more than 
others, and suggests ways of getting your money’s worth. 
Ramon G. GAvULKE 


When a Lamb is a Model 
There are problems, as well as advantages, in using animals 
in advertising, as Holmes Carpets learned. 
WitiiaM R. GALBRAITH 


Adapted from one of the high spots of the DMAA. conven- 


tion, this presents some idea-starters to help improve your 
direct mail. 


The Year’s Brightest Direct Mail Ideas . ‘ 72 
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OF CONTENTS 


Using Winter Sports to Promote Winter Sales 
A birthday celebration need be neither dull nor expensive. 


Here a simple tie-in with skiing and the Olympics does the 
trick. 


Coins & Tokens 
An Advertisers Buying Guide article that tells how to use 
coins, real and simulated, what to avoid, and where to get 
them. Bette Macon 


How to Buy Just the Kind of Tag You Need 
An expert outlines the procedures to help you find the tag 
which will do the best job for you. H. C. SEMPLE 


Selling Stereo Through Eye and Ear 
A record and a cartoon booklet successfully and inexpen- 


sively taught Motorola salesmen the salient points of high 
fidelity. 


Goodwill Through Public Service 
Here’s how a Philadelphia baker made lots of friends and 
built lots of goodwill with a program that promoted safety. 


Annual Editorial Index 


Here is the classified list of all feature articles, book re- 
views and film reviews we ran during 1960. 


DEPARTMENTS REGULAR FEATURES 


Art & Photography 
Audio & Visual Aids 
Direct Advertising 
Layout & Typography 
Packaging & Labeling 


Premiums, Prizes & Spe- 


cialties 


Printing, Paper & Plate- 


making 
Shows & Exhibts 
Signs & Displays 


Buyers Guide & 
Advertisers’ Index 
Books for Admen 
Coming Conventions 
Competitions to Enter 
The Editor's Notebook 
Film Review 
Just Between Us 
Next Month in AR 
Promotion Almanac 
Readers Write 
AR Reprints 


Sales Promotion News 





he Sweetest 


way to say... 


Shank You 


TO YOUR 2M 
CUSTOMER 2” i 
AND HIS Pal | 
SECRETARY 


\4) NS 
Zz” 


WITH 
YOUR 


ADVERTISING 
MESSAGE 
PRINTED 


Here’s the newest gift idea in twenty 
years! Four Different Candy Assortments 
delivered factory fresh to you four times 
a year. Price includes your sales message 
printed in two colors on the box. There's 
dozens of different ways you can use this 
"Sweet Gift’’ to delight your ea 
and customers, introduce new products 


or services, make your call 
well remembered 
onl PER 
for only f 


Dye Candy Co. 


Candy is the Sweetest Gift 
310 South 21st Street 
St. Louis 3, Missouri 


Please RUSH me full particulars on 
your "Sweet Gift’ offer. We are in- 
terested in approximately 

boxes per year. 

5,000 10,000 25,000 50,000 
16V2e léc 13V2¢ 13¢ 


Name 


oa Company 
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WRITE DREY 


When you have a list problem or 
want to reach specific markets 


Our Research Staff are experts 
in.assembling lists of Individuals 
of Above Average Intelligence, 
Culture and/or Income, such as 
the following: A.O.T.U. (Avail- 
able Only’ Through Us) mailing 
lists. 


High Brows and Middle Brows 
All at Home Address 


150,000 Social Scientists 

200,000 Physical Scientists 

75,000 Art Appreciators 

125,000 Music Appreciators 

300,000 20th Century Amer. Jews 

125,000 Civic Club Officers 

165,000 "Top" Executives 

300,000 High Income Prospects 

950,000 V.I.P.’s 

175,000 College Faculty 

800,000 College Students 

600,000 College Alumni 

75,000 Married Women Alumni 

200,000 Professionals 

300,000 CFI Americans 
(Commerce, Finance, Industry) 


Top and Middle Income Executives 
All at Business Address 


20,000 Bank Directors (U.S.A.) 

115,000 Execs. Atomic Age Indus. 

250,000 Key Business Execs. U.S.A. 

35,000 Key Business Execs. Canada 

187,000 Mfrs. by Number of 
Employees 

55,000 Members Real Estate Boards 

150,000 Members Trade Associations 

112,000 Middle Management Execs. 

200,000 Miscellaneous Executives 

215,000 Owners of Small Businesses 

19,000 Presidents of Leading 
Companies 

60,000 Sales Executives 

85,000 Transportation Executives 

50,000 Treasurers & Controllers 


Our Brokerage Department can lo- 
cate and obtain any mailing list 
available. Our Compilation Depart- 
ment can build a list to meet par- 
ticular specifications. Our Research 
Department can advise on all lists 
for "Persuasion by Mail" campaigns. 
For information and prices, state your 
list problem as fully as possible. 


WALTER DREY, INC. 


Mailing List Consultants 


257 Park Ave. South 
New York 10, N. Y. 


333 N. Michigan Ave. 
Chicago 1, Illinois 
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The Editors 


Editors Have Reasons... 


Why do editors pick 
some press conferences 
and skip others? 


Every so often, an editor attends 
an event, or sees something happen, 
that is well enough run, that is 
professional enough, to want to 
make him give credit where credit 
is due. 

A public relations man, it seems 
to me, is in a difficult position. He is 
caught between two opposing forces 
— his client and the editor. And 
since it is the client who pays the 
bills, who must be pleased, and who 
may have to approve all arrange- 
ments, it is his opinion, inexpert 
though he may be in public rela- 
tions, that tends to dominate. The 
editor, on the other hand, is the 
key to success. If you do not meet 
his standards, satisfy his needs, 
there isn’t a chance of getting space 
or time for a client. 

This is the reason why so much 
work that comes across an editor’s 
desk is wasted. Every editor learns 
to recognize the release that was 
sent out so that there could be an 
answer to the demand: “What did 
you do for us this week?”, or the 
press conference that is called to 
flatter a client’s ego, rather than 
because it is the most effective way 
of informing the press. 


> Editors get to recognize the two, 
and to tell them apart fairly early 
in the game. The useless press re- 
leases are not much of a bother; 
wastebaskets are handy, and _ it 
doesn’t take too much time to glance 
over a single sheet and to perform 
the simple action of throwing it 
away. 

Press conferences, however, are 
a different matter. They fall into 
two classes. The first — and these 
become a must on an editor’s sched- 
ule — are those that are really 
pertinent to the magazine’s interest. 
Enough information should be given 
to tell what it is going to be about, 


Display typefaces in this issue . 


[Bt Ky 


even if the entire news cannot be 
released. Who from the company is 
going to be on hand, whether actual 
operating equipment is to be avail- 
able, what the subject of the meet- 
ing is going to be — all of these 
help in making up one’s mind. 

These are musts. There are also 
maybes. They are conferences, with 
or without a meal, with or without 
a bar, with or without a trip, to 
which we receive invitations. Wheth- 
er an editor accepts such an invita- 
tion depends on a lot of factors, 
among them is sense of curiosity, 
whether it happens to occur at a 
time in his schedule when he can 
afford to get away, whether it 
sounds generally interesting, wheth- 
er the luncheon or dinner promises 
to be rewarding in itself. 

Often one of the factors is the 
reputation of the company or its 
p.r. firm, particularly the latter, 
since no one company usually holds 
enough of these affairs to develop 
a reputation. If all other circum- 
stances are favorable, an _ editor 
might accept an invitation to help 
out a p.r. firm. He knows that many 
public relations men are enxious to 
demonstrate their good relations 
with the press, and one way to do 
it is to build up a good guest list. 
For a lunch — which an editor must 
eat anyhow — a drink — which is 
almost always welcome — and a 
chance to chat with colleagues — 
always fun — an editor is frequent- 
ly willing to lend his presence to a 
revelation that is somewhat less 
than world-shaking. But it musn‘t 
be too boring or time-consuming. 

Curiosity is often an element. An 
editor is a human being, a con- 
sumer, as well as a journalist, and 
one of the characteristics of per- 
sonality that makes him an editor 
is his curiosity. So if a press con- 
ference contains an unusual ele- 
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ment, there is a better chance of his 
accepting. 

If you have never visited a coal 
mine, for instance, you might wel- 
come the opportunity of seeing how 
one works, even if there is no pos- 
sibility of getting any editorial 
material out of the visit. Another 
press conference attracted a larger- 
than-normal press attendance be- 
cause the invitation included a 
helicopter ride from downtown Chi- 
cago to the plant site. Not only did 
this cut down the time required to 
cover the event, but it also gave 
many editors their first opportunity 
to ride a whirly-bird. 


>» All of which leads up to one of 
the smoothest press conferences of 
recent months, and we would like 
to pay public compliments to Norge 
Div., Borg-Warner, and its p.r. man, 
Andy Tobin. The occasion was the 
introduction of the company’s new 
coin-operated dry cleaning unit, and 
it was a showing specifically for the 
press. 

In the first place, it was some- 
thing new and of general interest. 
A shift in controls from left to 
right, or an extra strip of chrome, 
or even a more efficient motor 
(which the user never sees) may be 
important to the factory, but it 
won't get most editors excited. But 
this was brand new. 

Then, it was demonstrated. It was 
supposed to dry clean clothes, and 
it did. Various standard items were 
actually dry cleaned while we 
waited. The fact that the demon- 
strations were personalized, with 
Ernie Banks of the Cubs bringing 
in a dirty baseball uniform, Miss 
Chicago contributing a lacy cocktail 
frock, a cute youngster taking off a 
muddy snow suit, and even Judson 
Sayre, of Norge, allowing the coat 
to be taken off his back, smeared 
with ketchup and oil, tramped on, 
and then dumped in the machine, 
didn’t hurt the effectiveness of the 
demonstration. 

Next, top officials were there to 
answer questions. It wasn’t just a 
pat hand-out, although prepared 
material was available in a press 
kit. But the engineers, the design- 
ers, the sales promotion managers, 
the merchandising people, were all 
there to up the questions 
that rose in the minds of the editors. 

Finally, the spot selected was in 
an excellent hotel, Chicago’s Am- 
bassador West, which promised good 
food, and the was buffet 
style, which meant that those who 
had to eat run could do so 
without embarrassment, while those 
who had the chat with 
fellow editors or with Norge execu- 
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Coldtype copysetting 
in two easy lessons 


This is how composition looks 
when the operator (any office 
typist) first types it on the Re- 
cording Unit of the Friden Justo- 
writer® As she types, she produces 
this visual proof and a punched 
paper tape which contains all the 
letters, spaces and carriage 
movements in the copy--plus a 
special justification code that re- 
cords how many spaces each line 
is over or under the right hand 
margin. Because the machine 
counts these justification spaces 
automatically, the operator is able 
to type this copy at her normal 
rate of speed. 


Copy for this ad was set in 10 point Booktype, 
reduced to size. Many other type faces available. 


After the first typing, everything 
else is automatic. The operator re- 
moves the tape from the Recording 
Unit, places it in the Reproducing 
Unit and presses a button. That’s 
it. The Reproducer types the copy 
on a repro proof or direct-image 
plate at 100 words per minute, 
automatically justified and without 
errors. There is no faster method 
of setting straight matter for re- 
production. And none cheaper by a 
long shot. Users report that the 
Justowriter produces best quality 
work, in less time, at lowest cost. 
Your local Friden Systems Man 
has full information. Or write: 
Friden, Inc., San Leandro, Calif. 


© 1960 FRIDEN, INC, 


Iriden 
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tives 
lunch. 


could stay for a leisurely 


> It was a fine press conference, 
which we enjoyed, even though 
there was little in it for us, in a 
professional capacity. But we are 
willing to bet that Norge achieved 
two things as a result: it got the 
information it wanted to the right 
people; it made friends for the 
future. What more can you ask? 


Advertising Samples .. Across 
the desk came a copy of an inter- 
esting publication, Presarto, pub- 
lished in Osaka. If we read Japa- 
nese, it would be even more inter- 
esting, but the production problems 
it presents were obviously quite a 
challenge. 

The text is not very great. What 
gives it its unusual character is the 
fact that bound in are actual sam- 
ples of 15 advertising pieces. These 
range from posters and booklets to 
a cardboard box 334” square and 
34”" deep, all bound into a spine of 
corrugated strips by tabs of kraft 
paper. 

The address, fortunately, is in 
English. If you must have a copy, 
write Presarto-Kai, Nro 7,4, Kita- 
hama higashiku, Osaka, Japanujo. 
The price isn’t mentioned. a4 


“These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


JANUARY 


Christmas Safety Cartoons 
Sponsored by National Safety Council. 
125 N. Michigan Ave., Chicago 11. Car- 
toons with safety themes published dur- 
ing holiday period 
Closes Jan. 13 
*Outdoor Advertising Art 
Sponsored by the Art Directors Club of 
Chicago. Examples of outdoor advertis- 
ing art by any agency, art director, artist. 
lithographer, screen process printer or 
plant operator in the United States, 
Closes Jan. 13 


*Golden Spike Awards 

Sponsored by Assn. of Railroad Adver- 
Managers, 805 Transportation 
Bldg... Washington 6, D.C. For non-rail 
road advertising of the past year that 
made the most outstanding contribution 
to a better understanding of the im- 
portance of railroad. Also for advertis 
ing that promotes rail freight or pas- 


senger traffic 


tising 


Closes Jan. 15 


Public Interest Awards 
Sponsored by The Saturday Review, 25 
W. 45th St.. N.Y. 36. Public interest or 
corporate image advertising. Send two 
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proofs to William D. Patterson. 
Closes Jan. 15 


Lithographic Awards 
Sponsored by Lithographers & Printers 
Natl. Assn., 597 Fifth Av., N.Y. 17. 
Lithographic quality, design and funce- 
tional value in 48 classifications of ma- 
terials. 
Closes Jan, 16 


Music in Advertising 
Sponsored by American Music Confer- 
ence, c/o Philip Lesly Co., 100 W. Mon- 
roe St., Chicago 3. Ads which include 
musical themes to advertise a non- 

musical product. 
Closes Jan. 20 


*1l6mm Films and 35mm Filmstrips 
Sponsored by the Educational Film Li- 
brary Assn., 250 W. 57th St., New York 
19. All 16mm and 35mm filmstrips re- 
leased in the United States during 1960 
are eligible for judging in the 1961 
American Film Festival. 
Closes Jan. 20 
local Outdoor Awards 
Sponsored by Outdoor Advertising Assn., 
24 W. Erie St., Chicago 10. Local out- 
door advertising. Entries must be sub- 
mitted by members of the Outdoor Ad- 
vertising Assn. of America to Contest 
Chairman, Local Outdoor Advertising 
Contest. 
Closes Jan. 31 


ABP Advertising Awards 
Sponsored by The Associated Business 
Publications, 205 E. 42nd St., N.Y. 17. 
Advertising campaigns that appeared in 
business papers. 
Closes Jan. 31 


SP Gold Awards 
Sponsored by Nati. Retail Merchants 
Assn., 100 W. 31st, N.Y. 1. Sales pro- 
motion campaigns on retail store level. 
Closes Jan. 31 


*Finch, Pruyn Awards 
Sponsored by the Finch, Pruyn and Co. 
Inc., Glen Falls, N.Y. Samples of effec- 
tive printing on Finch Offset and 
Cooper’s Cave Offset submitted by print- 
ers through their paper merchants. 
Cleses Jan. 31 


*Atlas Advertising Award 
Sponsored by American Merchant Mc 
rine Institute Inc., Bureau of Infor...u- 
tion, 11 Broadway, New York 4. Open 
to advertising which emphasizes the im- 
portance of the American Merchant 
Marine on an institutional level. Entries 
will be judged on impact, message con- 
tent, distribution and appearance. 
Closes Jan. 31 


FEBRUARY 


Public Interest Awards 
Sponsored by Natl. Safety Council, 425 
V. Michigan Av., Chicago 11. Leader- 
ship, initiative and originality in pro- 
ducing mass media advertising with a 
safety theme. 
Closes Feb. 1 


Set-Up Box Awards 
Sponsored by Natl. Paper Box Mfrs. 
{ssn.. 1101 Liberty Trust Bldg., Phila- 
delphia 7. Design, construction and dis- 
play function. 
Closes Feb. 1 
Visual Presentations 
Sponsored by National Visual Presenta- 
tion Assn., 19 W. 44th St... N. Y. 36. 
Competition awards for best 
presentations. 


visual 


Closes Feb. 15 


MARCH 


*Bachner Awards 
Sponsored by Chicago Molded Products 
Corp., 1020 N. Kolmar Av., Chicago 51. 
Given for excellence in the practical 


application of molded and formed plastic 
materials to the products of industry. 
Entry blanks available from the Society 
of the Plastics Industry Inc., 250 Park 
Av., New York 17. 

Closes March 6 


Premium Plans 
Sponsored by Premium Industry Club, 
Rm. 1921, 333 N. Michigan Av., Chi- 
cago 1. Open to clients, counselors and 
creators of best premium plans pro- 
duced during previous year in five sepa- 
rate categories. Entry blanks can be ob- 
trained after Jan. 1, 1961, from John M. 
Kumler, 201 N. Wells St., Chicago. 
Closes March 20 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


JANUARY 


*20-22 .. . Retail Advertising Conference, 
(32 W. Randolph, Chicago 1), Palmer 
House, Chicago 

23-27 . . . Canadian Pulp & Paper Assn., 
(2280 Sun Life Bldg., Montreal), Queen 
Elizabeth, Montreal 

*27-29 . Women’s Advertising Clubs, 
Eastern Inter-City Conference, Warwick, 
Philadelphia 


FEBRUARY 


*1... Advertising Federation of America, 
Statler-Hilton, Washington 

7-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av., N. Y. 17), Rein- 
forced Plastics Division Conf., Edgewater 
Beach, Chicago 

9-10 . . . Flexographic Technical Assn., 
(220 W. 42, N. Y. 36), Roosevelt, N. Y. 
10-12 . . . American Management Assn.. 
(1515 Broadway, N. Y. 36), Marketing 
Conf., Drake, Chicago 

*13-15 .. . l6mm Film Workshop, (Cal- 
vin Productions Inc., 1105 Truman Rd., 
Kansas City 5, Mo.), Calvin Co., Kansas 
City 

15-17 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Marketing 
Conf., Roosevelt, N. Y. 

19-22 Nat'l. Electric Sign Assn., 
(10912 S. Western Av., Chi. 43), Bellevue- 
Stratford, Philadelphia 


21... Laminated Foil Mirs’ Assn., (1002 
Union Trust Bldg., Providence, R. 1.), 
Yale Club, N. Y. 


MARCH 


1-7 . . . Advertising Specialty Natl. Assn., 
(1145 19th St.. NW, Washington 6), Pal- 
mer House, Chicago 

2-6... Advertising Specialty Guild Intl., 
(612 N. Michigan Av., Chicago 11), Con- 


rad Hilton, Chicago. 


5-11 . . . American Soc. of Photogram- 
metry, (1515 Mass Av., NW, Washington 
5), Shoreham, Washington 


8-10 .. . Gravure Tech. Assn., (30 Rocke- 








ALMOST EVERY 
ART DIRECTOR 
AND DESIGNER 
WOULD RATHER 
BE SEEN WITH 
ANad artLAYOUT 
PAD THAN ANY 
OTHER BRAND... 
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and you will too once you discover why. Layouts, comps, and visuals jump to life on Ad-Art... works magnificently with 
pencil, charcoal, pastel...any dry medium. els The unusual whiteness, translucency and velvety texture seems to 
perform magic...the paper does its part, the rest is up to you. efs Be sure you now look for the newly designed pad cover. 


50 and 100 sheet pads available in: 9x 12”-10x 14”-11x 15”-12x18”-14x17”-13¥4x 21”-15x 20”- 19x 24”-21x 27” 
“AD-ART" 
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feller Plaza, N. Y.), Drake, Chicago 
12-16 . . .Master Photo Dealers & Fin- 


ishers Assn., (104 E. Michigan Av., Jack- 


son, Mich.), Conv. Hall, Philadelphia 
20-22 Folding Paper Box 
(222 W. 

cago 
*23-26 Westprint printing 
Shrine Exposition Hall, Los Angeles 
*26-29 . . . National Paper Trade Assn. 
Inc., Waldorf-Astoria, New York 

*26-30 . . . Nationa! Business Publica- 
tions, El Mirador, Palm Springs, Cal. 
27-29 . . Adv. Trades Insiitute, (135 E. 
39th St., N. Y. 16), Biltmore, N.Y. 


APRIL, 1961 


*Changed since “AR Sales Promotion 
Almanac for 1961” 


April 1-30 
National Welded Products Month .. . 


sponsored by American Welding Society, 


33 W. 39th St., N. Y. 18 


Cereal and Milk Spring Festival .. . 


sponsored by Cereal Institute Inc., 
S. LaSalle St., Chicago 3 

{merica’s Heartland Development Month 
. . . sponsored by Earle M. Burnett Sr., 
P.O. Box 1223, Lincoln 1, Neb. 

Ladder Mont’ . . . sponsored by Ameri- 
can Ladder Institute, Suite 2554, 
Lake Shore, Chicago 11 
National Automobile Month . . 
sored by Earle M. Burnett 
Box 1223, Lincoln 1, Neb. 


135 


. spon- 
“a, FD. 


Assn., 
Adams, Chicago), Drake, Chi- 


show. 


666 


A Portfolio of 
In-Plant Printing 


One of the by-products 
of AR’s survey of what 
was happening to the 
production of sales pro- 
motion material as an in- 
ternal project was an im- 
pressive collection of ac- 
tual work, which we are 
glad to share with our 
readers in this issue, in an 


interesting picture-and- 
fact story. 


Who is the Sales 


Promotion Man? 


The sales promotion man, 
whom many consider the 
coming man in manage- 
ment, tells all about him- 
self in this report of a sur- 
vey just completed by the 
Sales Promotion Execu- 
tives Association — what 
he does, what he earns, 
how he got his job, and 
many other facts. 


Cancer Control Month . . . sponsored by 
American Cancer Society Inc., 521 W. 
57th St., N. Y. 19 

National Rug Cleaning Month . . . spon- 
sored by Natl. Institute of Rug Cleaning, 
7355 Wisconsin Av., Bethesda 14, Md. 
Its Ice Cream Time .. 
American Dairy Assn., 
Dr., Chicago 


AEI COMIC 
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° sponsored by 


20 N. Wacker 


April 1 
April Fool's Day & eo -% 


Passou er begins 


(All Fool's Day) 


April 1-7 
National Arts & Crafts Week . . . spon- 
sored by Hobby Guild of America, 550 


5th Av., New York 19 


The humble comic book, looked 
down upon by intellectuals, 
is not to be despised as 


April 1-9 
National Laugh Week .. . sponsored by 


Natl. Assn. Gagwriters, Comedy World 
Publishing Co., Box 835, Grand Central 
Station, N. Y. 17 

a sales promotion tool. It is 
a medium that goes beyond 
the kids, and has a force and 
impact all its own. Here's 


how to use it and how to buy it. 


April 2 


Easter Sunday 


April 2-8 
Honey for Breakfast Week 
sored by American Honey 
Commercial State Bank 


son 3, Wis. 


a 
Institute, 
Bldg., Madi- 


April 8-15 
National 


Model Building Week 
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creative typography by Warwick 


ie ee 
WARWICK 


TYPOGRAPHERS 


920 Washington Avenue 
St. Louis.1, Missouri 


Send for Free Photographic 
Type Book @ Bigi2"«92" working 
manual. Contains all Fotosetterfaces 
plus Headliner and Flexset samples 
Your letterhead request! brings it to 


you. No obligation. Write Dept.101 


BRAND NEW 
CURRENT ICCUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups. . . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and pastel Just jot 
@ memo on your company letterhead: “Send me the 
current “Clip Book of Line Art’ on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 
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sponsored by Hobby Guild of America, 


550 5th Av., N. Y. 19 


April 9-15 
National Noise Abatement Week : 
sponsored by Natl. Noise Abatement 
Council Ine., 51 E. 42nd St., N. Y. 17 

April 10-13 
Vational Packaging Week . . . sponsored 
by American Management Assn., 1515 
Broadway, N. Y. 

April 10-16 


Vational Sunday School Week ; 
sponsored by Laymen’s Natl. Commit- 
tee Inc., 165 W. 46th St., N. Y. 36 
Vational Boys’ Club Week . . . spon- 
sored by Boys’ Clubs of America, 77] 
Ist Av., N. Y. 17 
April 10-17 
American Comedy Week . . . sponsored 
by Museum of American Comedy, 161 
Westchester Av., Crestwood, N. Y. 
April 14 


Vational Comedy Day . . . American 

Museum of Comedy Foundation, 161 

Westchester Av., Crestwood, N. Y. 
April 15-22 


Let's All Play Ball . . . sponsored by 
The Sporting Goods Dealer, 2018 Wash- 
ington Av., St. Louis 3 


April 16 


National Mother-in-law Day . . . spon- 
sored by American Museum of Comedy 
Foundation, 161 Westchester Av., Crest- 
wood, N. Y. 


April 16-22 
National Library Week . . . sponsored 
by American Library Assn. & Natl. 


Book Committee, 24 W. 40th St., N. Y. 
18 


Vational Garden Week . . . sponsored by 
Natl. Council State Garden Clubs, 4401 
Magnolia Av., St. Louis 10 


April 16-23 


Vational Do-It-Yourself Week . . . spon- 
sored by Hobby Guild of America, 550 


5th Av., N. Y. 19 
April 23-29 


Vational Coin Week . . . sponsored by 
American Numismatic Assn., Box 577, 
Wichita 1, Kan. 

Realtor Week . . . sponsored by Natl. 
Assn. Real Estate Boards, 1300 Con- 
necticut Av., NW, Washington 6 

*U.S. Canada Good Will Week , 
sponsored by Kiwanis Intl., 101 E. Erie 
St., Chicago 11 

National Retail Credit Week . . . spon 
sored by Natl. Retail Credit Assn., 375 
Jackson Avy., St. Louis 30 


April 24-30 


Good Human Relations Week . . . spon- 
sored by Dale Carnegie Alumni Assn., 
5420 N. College Av., Indianapolis 20 

Vational Photography Week . . . spon- 
sored by Hobby Guild of America, 550 


5th Av., N. Y. 19 


April 27-May 6 
IRHA Hardware Week . . . sponsored 
by Natl. Retail Hardware Assn., 964 N. 
Pennsylvania St., Indianapolis 4 


April 29-May 6 
National Baby Week . . . sponsored by 
Gerber Baby Foods, c/o Darcy Advertis- 
ing Co., 430 Park Av., N. Y. 22 

April 30-May 6 
Mental Health Week . . . sponsored by 
Natl. Assn. for Mental Health, 10 Co- 
lumbus Circle, N. Y. 19 
National Home Demonstration Week . . . 
sponsored by U.S. Dept. of Agriculture, 
Federal Extension Service, Washington 


25 





READERS 


AR’s New Wrap 


@ I like! I like! 


Mike HuMeE 
Hume Associates, New York 


e The reader who opened his own 
copy of your November issue could 
hardly have missed the polyethylene 
wrapper. My wife saw it first, ex- 
claiming “How clever, you can spot 
the front cover in a stack of mail 
and magazines.” 

Your see-through bag not only 
moved me inside AR faster but 
raised the question: “Amidst Chi- 
cago snows and rainy season will 
this stand up better than kraft pa- 
per covers or merely soak through?” 

I torture-tested the unbroken, 
unsealed end of the bag with rela- 
tive success. Please keep them com- 
ing—polyethylene! 

Jim SHORR 

Skil Corporation, Chicago 


® The polyethylene wrapper is mar- 

velous! My copy of AR arrived in 

mint condition. Wish all my mag- 
azines came in such a wrapper. 

Grace R. CosGrRove 

Barnes & Noble Inc., New York 


® Received November AR wrap- 
ping here in excellent condition, no 
tears or rips. Noticed by all who 
saw it. From promotional stand- 
point, wasn’t particularly impressed. 
Does keep magazine cleaner en route. 
First impression was that it tied in 
with cover story, couldn’t quite fig- 
ure out reason for using it until I 
read the Editor’s Notebook. 
GERALD T. Brapy 
G. Bruch West Advertising, 
Bethesda, Md. 


@ I received your November, 1960 
issue in good shape and was im- 
pressed with the Mehl poly-wrap. 
Good idea, good handling on your 
part. 
JAMES STROBL 
Franklin, Ind. 


wae 
“Libwh— 
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® Your November 1960 issue was 
received today in its “dress” of 
polyethylene. It was impressive and 
in excellent condition. 

It may be interesting to note that 
the magazine arrived on my desk, 
packaging intact. This never hap- 
pens with the usual brown envelope. 
I think our mail department was 
afraid to touch it. 

J. B. Wirwer 

Public Relations Director, Barne- 

bey-Cheney Co., Columbus 


® Your new wrap is definitely su- 
perior to an envelope—such as the 
one Holiday gets battered in; to a 
sleeve, such as Bakers Weekly is 
hunchbacked in and to Life whose 
unprotected flatchestedness subjects 
it to transit abuses. 

Your protective wrapping is the 
best yet. 

JOSEPH JANSON 
Chicago, II]. 


New Sources 


e Thank you for the interesting 
article on syndicated house organs 
(see AR, Oct., p. 29). 

Your readers interested in house 
organs for special fields might want 
to know about the following, which 
we have published for fifteen years: 
The Doctor’s Digest, a publication 
for dispensing opticians to send to 
eye physicians. 

Medical Briefs, a publication for 
pharmacists to send to physicians. 


NAZ-DAR 
SCREEN 
PROCESS 
INKS 


give your jobs 


EYE 
CATCHING 
POWER! 


There's eye-catching power in: 
P.O.P. Displays when NAZ-DAR Fast- 
Dry Inks deliver eye-and-buy color 
impact, sell your messages harder! 


Direct Mail Pieces with NAZ-DAR 
inks that dry faster for quick *‘before- 
deadline’’ delivery, remain flexible 
for folding, creasing and die-cutting, 
give perfect color match on reruns 
scheduled months apart. 


24-Sheet Posters with NAZ-DAR's 
specially formulated 24-000 series Ink 
... dries to a slight sheen, minimizes 
paste action. 


More and more advertisers depend on 
silk screen process printing to ring 
the cash register at the point-of- 
purchase . . . and more and more orders 
specify NAZ-DAR SCREEN PROCESS 
INKS. Why not consult your silk 
screen printer on your next job? 


Write For Free Color Cards! 
Keep these specially designed (all 
chips bleed-mounted for visualization) 
cards at your desk or taboret. Invalu- 
able guides in preparing art—match- 
ing product colors, etc. 


COMPANY 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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Four Ways to Get 


Faster Premium 


Deliveries 
by Donald L. Spotts 


One of the most 
common “buga- 
boos” in premi- 
um campaigns is 
the delay of pre- 
mium deliveries. 
You can avoid 
many delays by 
checking these 
four points be- 
fore your campaign begins: 


e THE MAILING HOUSE! Your 
mailing house should give you 3 
to 5 day service BUT... 


PACKAGING SUPPLY MUST 
BE MAINTAINED! Shortage of 
this material depends upon co- 
ordination between sponsor and 
supplier—not the mailing house. 


PREMIUMS MUST BE AVAIL- 
ABLE! Despite pre-testing, a 
premium can “catch fire” and 
succeed beyond expectations. Be 
sure your premium is quickly 
available in unlimited quantities, 
be careful of import items. Deliv- 
eries from abroad are notoriously 
unreliable. 


KIND OF MAIL IS IMPOR- 
TANT! Permit mail is _ invari- 
ably “pigeon holed” within every 
large terminal. We at Spotts, due 
to our Midwest location, avoid 
much of this delay. 14 to 21 days 
between Coasts is normal. Spon- 
sors able to use light items 
(nylons, etc.) and 1st class mail 
can cut mail time from 28 to 8 
days for 4¢ more postage ...a 
good investment in customer good 
will. 
Remember: the better your offer, 
the more impatient are your cus- 
tomers. Any competent mailing 
service (Spotts, for instance) can 
help you avoid delays. Why not talk 
to us now? 


SPOTTS MAILING CORPORATION 
2402 University Avenue 
St. Paul 4, Minnesota 
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The Advertiser's Almanac, a pub- 
lication for printers or advertising 
agencies to send to their customers 
and prospects. 
Rosert L. PICKERING 
The Pickering Agency, Oakland, 
Cal. 


New Map Source 


® We have been informed by our 
printer in Louisville that you are 
running an article under “Buyers 
Guide” regarding map publishers. 
This letter is to advise that we 
have been in the map publishing 
business for some forty years. 
We specialize not only in servic- 
ing the public with advertising 
maps, but also with maps for re- 
sale. Our territory is principally the 
southeastern United States. 
F. B. Dotpn Jr. 
Dolph Map Co., 430 N.E. Sixth 
Av., Fort Lauderdale, Fla. 


(Unfortunately, our map article had 
already appeared when Mr. Dolph’s 
letter arrived. We would suggest you 
add this company to the map sup- 
plier’s list in our issue of December 
1960, as we are doing .. . Ed.) 


Dow Handi-Wrap 


eI have just finished reading 
through my November, 1960, issue 
of ADVERTISING REQUIREMENTS. 

I want to compliment you again 
on doing what I think is an excel- 
lent job! Your magazine is unques- 
tionably the best “how to” publica- 
tion that has ever come down the 
pike. 

Your article about Dow and its 
new product Handi-Wrap, is an ex- 
cellent case history; full of ideas 
for people like me. Thank you, very 
much, for doing a grand job. 

Hat SANDY 

Hal Sandy Inc., Kansas City, Mo. 


Syndicated Praise 


@ We have read your comprehen- 
sive article “What You Should 
Know About Syndicated House Or- 
gans” (see AR, October, p. 29) with 
interest and profit. 

Your treatment of this little 
known, highly specialized field of 
magazine publishing, reflects, we 
think, a clear understanding of the 
editorial, promotional and economic 
values involved. And we do appre- 
ciate the nice things you say about 
Briefed magazine. 

ALFRED HuMAN 

Editor, Briefed, New York 


Another Side 


e The ingenuity exercised by John 
Turean (see AR, Nov., p. 57) is both 
commendable and lamentable. 

Everyone loves a bargain. Every 
adman at one time or another is 
“scratching” to produce big time 
campaigns on pitifully poor budgets. 

But “killing the goose that lays 
the golden egg” is a practice that 
both admen and bankers should 
well avoid. 

The author blatantly admits that 
photography is the key to his whole 
campaign. Yet he and his client are 
unwilling to pay for photography 
that will handsomely illustrate the 
series .. . arrest the reader’s atten- 
tion . . . and build the public image 
that the client deserves. 

Rather than to pirate the work of 
professional photographers who had 
performed the jobs for clients in 
other cities (even though the orig- 
inal client gave permission, blowups, 
etc., in return for cutline credits, or 
“in some cases, copying fees”) this 
creative agency would have done 
well to commission a local commer- 
cial studio in Grand Rapids or in 
Chicago to illustrate the story ideas. 

The Professional Photographers 
of America Inc. issues an annual di- 
rectory of professional photography, 
listing qualified commercial studios 
throughout the U.S. and Canada. 
This directory is offered free of 
charge to advertising agencies and 
their personnel. It would enable Mr. 
Turean’s agency to select competent 
and reasonably priced photography 
for this campaign. 

Lewis M. GLASSNER 

Public Relations Counsel, PP of 

A, Milwaukee 


Auld Lang Syne 


e If ever you don’t know where to 
get it, and want to, try asking 
through the columns of ADVERTISING 
REQUIREMENTS. 

Thank you for helping (see July, 
AR, p. 23). We have to date received 
13 letters, all offering help on our 
needs (self-powered light bulbs) 
and the replies ranged from Bangor, 
Maine, to Coral Gables, Fla. 

But what we started out to tell 
you is that we had a reply from a 
Miss Emily Vetter (Wm. Esty New 
York circa 1940-44) and now with 
an agency in California, wondering 
whether or not we were the same 
George O’Donnell she knew then. 
We are, and a mighty pleasant re- 
lationship has been restored. 

Grorce O'DONNELL 

George O’Donnell Agency, Bea- 

con, N.Y. 





Sel Sticking Oitidoor Visplays 


tat LAST LONGER...SELL STRONGER 


@ SERVICE 


eS 


cloon-eth< WINYL-STIK 


NEWEST KLEEN-STIK “miracle” material makes pos- Ideal for: 

sible attractive, economical displays for every outdoor Truck Signs ® Taxicab Insignia © Bumper 

application. Made of tough, flexible viny] plastic film, it is Strips © Gas Pump Stickers © Wall Posters 

impervious to water, heat, sun, salt, acids, and most oils © Product Nameplates © Automobile Em- 

and grease. Easy to print by any process — letterpress, blems © Instruction Labels . . . and many 

offset, or silk screen. Best of all, it’s backed with extra- ee ee 

strong Kleen-Stik adhesive to stick tighter and longer on Write for information and samples of the 

practically any surface. industry's most complete line of pressure- 
sensitive products. 


; - 
When merchandising plans k - te a) Sal < fT] 


call for outdoor signs, call for 
Kleen-Stik VINYL STIKI PRODUCTS » INC. 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


1934-1959...25 VEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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What's Going 
to Happen 
in 1961? 


the ar 


Nales 


romotion 
Almanac 


for 196l 


will tell you 


GS the year’s special 
days, weeks and months 


I~ conventions of value 
to advertising and sales 
promotion men 


= competitions in the 
editorial, advertising, sales 
promotion and public re- 
lations fields. 


Single copies $1 
quantity prices on request 


: Reprint Editor 
: Advertising Requirements 
: 200 E. Illinois St., Chicago 11, Ill. 


: Please send me copies of the AR 
: Sales Promotion Almanac for 1961. 


: I enclose 


: Name ... 
: Company 


: Address 
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WHAT'S NEW 
IN SALES 
PROMOTION 


1960 Conference Reprint 
Now Available 


A special 24-page reprint, con- 
taining the important speeches at 
SPEA’s 1960 Conference, at New 
York’s Hotel Astor, has now been 
prepared and is available for dis- 
tribution. Single copies, at 50¢ each, 
can be obtained from the SPEA Na- 
tional Office, 389 Fifth Av., New 
York 16, or from AR. 

Quantity prices are available, both 
for SPEA chapters and for indi- 
viduals. 44 


Minnesota Chapter Hears 
Speech by Zawistowski 


To have effective displays, the 
sales promotion man must consider 
many factors, Joseph F. Zawistow- 
ski, then with the Pillsbury Baking 
Division, told the Twin Cities Chap- 
ter at its November meeting. 

He pointed out that the first area 
of concern is in initial promotional 
plans, taking in account whether 
you are to promote a single product 
or a product line, seasonal aspects, 
deciding whether to have a give- 
away, a dealer tie-in or a dealer 
loader. 

The next factor is the considera- 
tion of budget, deciding how to 
spend your money and always es- 
tablishing the sales goal. He advised 
setting a specific figure for each pro- 
motion to reach in terms of. busi- 
ness activity. 

Mr. Zawistowski paid tribute to 
the suppliers, printers and display 
manufacturers. He pointed out that 
“properly challenged,” the suppliers 
could provide a source of “total 
service,” that is, premiums, ideas, 
promotions, development and ex- 
pression of concept and promotional 
activities. 

He ended up giving this check list 
for promotional people: 

@ Know your job accountability. 

® Know your distributors and cus- 
tomers. 

® Keep abreast of industry de- 
velopments and activities of your 
competition. 


® Utilize all available talents and 

services. 

e Be aware of the orientation and 

adaptability of your programs and 

promotions. 

® Define achievement goals and ex- 

pected goals for all sales promotion- 

al activity. 

® Provide a constant evaluation 

program to measure your results. 
~* 44 


Film Catalog Soon 
To Be Released 


An updated version of SPEA’s 
highly-successful catalog of motion 
pictures and filmstrips in the field 
of sales promotion is now in prep- 
aration, and should be available 
shortly. » 

The catalog, which will list ali 
films produced by companies rep- 
resented, and which are available 
for borrowing by members, will 
contain a new index, both by com- 
pany and by subject. It will also 
indicate those films suitable for 
showing to dealers, distributors, 
consumers and salesmen. 

The catalog is being produced 
by a committee under the chair- 
manship of Edwary J. Coffey. 44 





SPEA CHAPTER MEETINGS 
DURING JANUARY 


Brussels, Belgium: Jan. 10, 11 a.m; 
Galeries du Centre, Bloc II; Rev. 
Father Dingemans—Sales Promo- 
tion Overseas 


Chicago: Jan. 26, 6:30 p.m.; Chicago 
Federated Advertising Club, 36 S. 
Wabash Av. 


Dallas-Ft. Worth: Jan. 9, 5:30 p.m.; 
Sammy's, Town House, 1516 Green- 
ville, Dallas 


Detroit: Jan. 26, 5:30 p.m.; Sheraton- 
Cadillac; Joel Harnett, SPEA Presi- 
dent — The Big Man in the Econ- 
omy 


| Milwaukee: Jan. 5, Knickerbocker 


New York: Jan. 
East 


17, noon, Sheraton- 


Philadelphia: Jan. 19, eve., Benjamin 
Franklin 





The new XeroX 914 Office 
Copier does not require 
expensive sensitized pa- 
per, or intermediate film 
negative, or liquid chem- 
icals. It copies directly 
onto ordinary paper 
(plain or colored) or se- 


lected offset masters. Up 


to 7 copies per minute! 


There are no adjustments 
to make and no exposure 
settings with the XeroX 
914 Copier. Material 
waste—the biggest cost 
item in conventional 
copying—is eliminated. 


Copies everything—never 
misses a color! Layouts 
(even hard mounted), 
mechanicals, proofs, TV 
scripts, budgets, adver- 
tising schedules, market- 
ing reports, contracts and 
orders—anything writ- 
ten, typed, printed or 
drawn can be copied on 
the new XeroX 914, with- 
out damage to originals. 
Copies all colors, includ- 
ing reds and blues, with 
sharp black-on-white fi- 
delity. XeroX 914 copies, 
in fact, often look better 
than the original. 


MAKES COPIES ON 


ORDINARY PAPER! 


Easiest of all office copiers 
to operate for multiple 
copies or just one. Sim- 
ply push the “Print” but- 
ton and copies flow! Any- 
one can make perfect 
copies every time on the 
XeroX 914 Copier. 


Supplies cost about 1¢ per 
copy. If you now spend 
$50 or more per month 
for copying supplies, you 
can afford to modernize 
your copying methods. 
Supplies for the XeroX 
914 cost about 1¢ per 
copy, and the machine is 
available without capital 


investment on a unique 
pay-as-you-use plan 
starting at $95 a month. 


For complete information 
about this remarkably 
fast and inexpensive 
method of copying, write 
Haloid Xerox Inc., 9X- 
400 Haloid St., Rochester 
3, New York. Branches 
in principal U.S. and 
Canadian cities. Over- 
seas: Rank-Xerox Ltd., 
London. 


HALOID 
XEROX: 












XEROX: 914 


OFFICE COPIER 


A COMPLETE PACKAGING SERVICE 
FROM CREATIVE ART 
TO FINISHED PRODUCT 


Jackmeyer 


LEADERS IN THE FIELD! 


Pioneer in Package design and pro- | 
duction, Jackmeyer leads the field in | 
Heat Seal ¢ Stik-On e Foldover « Skin | 
and Slide Blister packaging with un- | 


matched technical ‘know-how’, skills | 


and facilities. Every Blister Pack is 


custom designed to provide maximum | 
protection and ‘on sight’ sales action. | 


One Complete Source... From re- | 


search, creative art, printing, form- 
ing of Blister to assembling, Jack- 


meyer is your one dependable source | 


for all your Blister packaging needs! 


Whatever your problems, Jackmeyer | 


can solve them. 
Send today for FREE Blister 
Packaging FACT BOOK—a com- 
plete and helpful guide to better 
Blister Packaging. 

Write Dept. AR-1. 


Consu/t us... No obligation! 


Branches in Principal Cities 


253 West 26th St., New York 1, N.Y. 
WAtkins 4-0265 
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© How to Plan, Produce and Pub- 
licize Special Events, by Hal Golden 
and Kitty Hanson; Oceana Publica- 
tions, New York, 256 pages, $6...A 
special event, say the authors of this 
guidebook, can range from the Brus- 
sels International Fair to the annual 
cake walk of the Band Mothers’ 
Association. It is “anything that one 
person or group does to cause other 
persons or groups to gather at a 
specific time and place, usually be- 
cause of a shared interest.” 

This obviously includes a number 
of the promotions that are put on by 
business and industry, and for this 
reason, the book will be useful to 
professional sales promotion men, 
although it may be more necessary 
to the amateur who has become in- 
volved in the promotion of a special 
event. 

The authors, husband and wife, 
are respectively director of public 
relations for the Greater New York 
Fund and a feature writer for the 
New York Daily News. They can 
look at promotions from both sides 
of the fence, and make valuable 
suggestions on handling. 

The book includes many sugges- 
tions for special events to be held, 
as well as step-by-step instructions 
for getting them organized. R.B.K. 


® The Waste Makers, by Vance 
Packard; David McKay Co., New 
York, 340 pages, $4.50 .. . Mr. Pack- 
ard’s position as a male Carrie Na- 
tion whose energies are directed 
toward advertising and merchan- 
dising, rather than the saloon, has 
been well defined. In brief, he be- 
lieves that in our pursuit of ma- 
terialistic pleasures and possessions, 
we threaten to make our culture 
subordinate to our economy, and 
that our children are growing up in 
a world where a man’s worth is not 
measured by his accomplishments, 
but by the size of the car he drives. 

To dismiss Mr. Packard as a mer- 
cenary who makes charges to sell 
his books, or as a gadfly whose at- 
tentions are only to disturb, is to do 
injustice to many intelligent Amer- 
icans who share his views. Mr. 
Packard is discussing an area of 


concern. The battle of planned ob- 
solescence is a continuing fight and 
many advertising and merchandis- 
ing executives have raised the same 
objections as Mr. Packard .. . in 
fact, from his book, one gets a rec- 
ord of their voicing their objections 
before Mr. Packard did. 

On the other hand, to accept Mr. 
Packard’s position without quali- 
fication is to blind oneself to the 
facts of our economy. Many, many 
Americans’ livelihood depends on a 
new model car, appliance or dress 
being sold each and every year. 
And many Americans do not see 
anything subversive in owning two 
cars and giving the wife a mink 
coat. In fact, many Americans think 
this is why they’ve been clawing 
their way up the economic ladder. 
These people just don’t subscribe to 
Mr. Packard’s puritanical views on 
the value of materialistic possessions 
and achievements. 

Mr. Packard offers several cures 
to the problems he has explored. He 
thinks we should achieve “an en- 
during style of life.’ He thinks we 
should get rid of our slums. He 
thinks family life should be im- 
proved. In short, Mr. Packard is like 
the small-town editor who comes 
out against sin... . after checking 
with all his advertisers to be sure 
they won’t be offended. 

There must be cures for an 
abundance of abundance. But they 
probably are not to be found in 
platitudes and bromides and spir- 
itual flagwaving. E.S. 


® Modern Publicity, 1960-61, Wil- 
fred Walter, editor; a Studio book, 
distributed by Hastings House, New 
York, 167 pages, $9.95 . . . Celebrat- 
ing its 30th anniversary with the 
1960-61 edition, Modern Publicity 
again presents an encyclopedic view 
of international advertising art that 
hews close to the highest standards 
of design, originality, and plain good 
salesmanship. Culled from more 
than 12,000 entries and 28 countries, 
the book reproduces almost 500 de- 
signs, 70 of them in excellent color. 

Posters, newspaper and tv ads, 
direct mail and new packages and 
labels have been selected with an 
eye for the fresh approach and a 
fine sense of interesting design. The 
British, with that flair for the amus- 
ing and sophisticated, seem to have 
walked off with the most entries, 
although the U.S. and continental 
Europe follow close behind. In gen- 
eral, the American entries that were 
selected are less “offbeat,” although 
we hesitate to use the word, but 
show more polished design. The 
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USSR, represented for this first 
time this year, also shows to good 
advantage. 

And it’s interesting to note, in 
passing, the trading of influences 
that are fast making good adver- 
tising technique no country’s spe- 
cial property, but a universal art. 

T.K.F. 


e Public Relations and Manage- 
ment, by David Finn; Reinhold 
Publishing Co. New York, 175 pages, 
$4.50 . . . “Written for the business 
executive, this book presents a real- 
istic picture of what public relations 
can and cannot do for a company,” 
reads the cover blurb on this work, 
and for once, a reviewer feels he 
cannot improve on the blurb. 

Mr. Finn has written an objec- 
tive work about his vocation. He sees 
the problems of being a public rela- 
tions practitioner, especially in a 
chapter he has titled “The Struggle 
for Ethics.” And even a critic of 
p.r. would agree that Mr. Finn’s 
conclusions are agreeable ones. In 
the long run, he says company good 
and public good are synonymous. 

I wonder how many men in the 
field would agree with a clinical 
psychologist Mr. Finn quotes, who 
tested a substantial number of pub- 
lic relations executives and found: 

“Public relations men are usually 
friendly, likable and relatively un- 
self-conscious; they are seldom per- 
fectionists or abstract intellectual 
types.” ? 

This book is of value if your func- 
tion in management is to decide 
whether your company should re- 
tain outside public relations coun- 
sel. E.S. 


e The Penrose Annual, Volume 54, 
edited by Allan Delafons; Hastings 
House, New York, 120 pages, 12.50 
... It’s always a little embarrassing 
to list the pages on this fine annual, 
since the numbers do not include the 
many illustrations and inserts, nor 
the fine advertising section, which 
bring the thickness of this 8x11%4” 
volume up to a full 15%”. 

In its usual manner it presents a 
review of the graphic arts, covered 
in 26 essays, starting with a discus- 
sion of structure and substance by a 
British writer, and ending with a 
report by an entomologist on cock- 
roaches and bookbinding. 

In between there are articles, of 
especial interest to AR readers, on 
letterheads, on the recent Japanese 
printing of newspapers by facsimile, 
on registration of preprinted gravure 
webs, plus some that are esthetically 
delightful, such as a report on Wil- 


liam Morris’s designs for wallpaper 
or book design in East Germany. 

If this must be compared with 
earlier volumes, one might be 
forced to say that while its pro- 
duction maintains the same high 
standards which we have come to 
expect from the series, the subjects 
seem to be somewhat more British- 
oriented than earlier numbers. R.B.K. 


© Video Tape Recording, by Julian 
L. Bernstein; John F. Rider Pub- 
lisher Inc., 272 pages, $8.95 
Aimed at the broadcasting engi- 
neer, technician, film editor, pro- 
jectionist, or advertising man who 
has to work with tape, this book 
describes functions of existing video 
tape equipment. It also gives a his- 
tory of the video tape recording 
fields and describes the types of 
waveforms and signals required for 
tape recording. 

You don’t have to be an engineer 
to understand this work . . . but it 
would help. E.S. 


® Feature Photos that Sell, by Ed- 
mund C. Arnold; Morgan & Mor- 
gan, New York, 96 pages, $1.95... 
This is a treasure chest for a photog- 
rapher, amateur or professional, who 


would like to turn some of his pic- 
tures into money. 

After a short section on how to 
find markets and how to take pic- 
tures for these markets, Mr. Arnold 
gives an idea a day for the whole 
year, with an extra idea tossed in 
for Leap Year. Thumbing through 
this list, while looking at the fine 
selection of pictures included, should 
start any capable photographer ona 
chain of activity that will end up in 
a sale. R.B.K. 


© ABC of Film & TV Working 
Terms, by Oswald Skilbeck; Has- 
tings House, New York, 157 pages, 
$3.95. 


© 16mm Terms Used in Production 
of Non-Theatrical Motion Pictures, 
Journal of the University Film Pro- 
ducers Assn. Motion Picture Div., 
Dept. of Photography, 1885 Neil Av., 
Ohio State University, Columbus 
10, Ohio, 34 pages, $1 . . . Two at- 
tempts to establish nomenclature in 
this field, one by Mr. Skilbeck de- 
fining terms used in Great Britain, 
the other, American. 

Both collections should be very 
helpful, depending on which side of 
the ocean you make your pictures 
or with which motion picture people 
you are dealing. E.S. 
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New This Month 


320 Mailing Lists — by Frederick Borden 
An Advertisers Buying Guide article ers buyine t 
319 What You Shovld Know About Pockage Design Research — 
by Edmund W. J. Faison 


expert tlines the esse f the scientif por t c 


Advertising Specialties 
317 Whet Johnson's Wax Gives for Christmas — by William R. Gerler 
How one company gets full identification with Christr pe e 
314 How an Agency Picks Specialties — by Carl $. Auerbach 
Esso offers its dealers a complete proar 
307 A Basic Guide to Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 
291 This is the Specialty Industry — by Robert B. Konikow 
A guide to the buying of speciaities 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic quide to the ethics and techniques of company aift-civing 


Art 


256 How to Buy Graphic Arts Moterials --- by Donald Davis 


A quide to help graphic art 
236 A Code of Ethics for Art 
The official code of ethical practices i 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 
A producer tells how you can make your dollar oc farther 
224 The Art of Communication — by Richard A. Naumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


290 Design for Corporate Image — by Hap Smith 
A desianer tells how to develop your 


Reprint Editor. Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 





(] I enclose payment of > 


) Please bill me (for orders of more than $2) 


Name 


Company 


City . 


Zene .... ~ .. State . 


a 


22 + Ge - January 1961 


Direct Advertising 


318 Selling Boxes by Boxes — by Alien Sommers 
An unusua! direct mail campaign caught the eye with vivid demonstrations 
304 A Basic Guide to Direct Mail 
Planning, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greetings 
248 Can You Afford to Run Your Own Lettershop? 
— by Francis S$. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making on Effective Direct Mail Package — by William Baring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Exhibits 


315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea to become the hit of the snow 
309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this is a practical checklist for exhibit users 
280 100 Suggestions for Exhibitors 
A checklist of helpful hints for conventions and trade shows 
265 The Magic City 
A Georgia bank devised an unusual exhibit in a trailer to tell its story 
250 How Traveling Exhibits Build Good Will — by Mildred Weiler 
How Southwestern Bell Telephone handles display units 
192 Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade shows 
191 How to Get More from Your Trade Show Dollars 
— by William S. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium 
— by James Joseph 
Fairs have become a product showcase and a selling place 
146 How to Get the Most Benefit from Trade Shows 
Excerpts from Monsanto's exhibit manual gives many practical hints 


External Publications 


292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 
267 Disneyland Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes business for competitors builds Disneyland 


Publicity & Promotion 


316 How Public Relations Can Increase Sales — by James B. Strenski 
A good p.r. program can make definite contributions to increased volume 
300 A Special Report on the 1960 Sales Promotion Conference (50c) 
The Sales Promotion Man — The Coming Man in Management — by Dick Brown 
How to Sell Sales Promotion to Management — by Stanley Arnold 
Sales Promotion — Part of Honeywell Management — by Robert B. Konikow 
Sales Promotion Sells More than Advertising — by Robert M. Graham 
How Sales Promotion Sells Supermarket Space — by Richard B. Dingfelder 
How Sales Promotion Sells Houses — by Walter J. Stroud 
297 How to Introduce a New Automobile — by Heviland F. Reves 
Oldmosbile serves as an example of one of industry's most spectacular promotions 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
279 Report of the 1959 Sales Promotion Executives Assn. mee 
50c 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Fred Ziegler 
and other highlights from the convention program 
278 The Johnson Story (50c) 
Three articles examine the sales promotion activity of this leading manufacturer 
of outboard motors 
277 The Mayflower Story — by Edward L. Van Riper 
A public service program that turned out to be excellent public relations 
274 The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
271 How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
268 Barnyard at the Waldorf — by Russel K. Crenshaw 
The story of Pfizer's press show, which installed live animals in a hotel 
247 How Basektboll Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognitior 
185 How to Handle Relations with Radic, Television & Newsreels — 
by Williem G. Cox 
A quide to an effective publicity program for audio anti visual media 
180 Getting the Most from Publicity Photos — by Leo Solomon 
Some practica! hints on producing photooraphs that win space 
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Sorg’s WHITE SOREX for its “Policy Kit” 


The policy kit envelopes shown at 
right were manufactured by Tension Envelope 
Corporation for Preferred Risk Mutual Insurance 
Company, both of Des Moines. WHITE SOREX 
was selected for the job by Mr. Allen L. Donielson 
of Preferred Risk, and it proved an excellent 
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operations of two-color printing, scoring, folding, 
die-cutting, and glueing—that went into the 
production of these envelopes. But perhaps most 
important, the strength and durability of SOREX 
assure both a long-lasting smart appearance 
for the envelopes, and maximum protection for 
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Where strength and durability count most —on jobs like 
heavy-duty envelopes, displays, charts, file pockets — you'll 
find SOREX the choice of people who know paper best. 


And yet, for all its toughness, snap, and stamina, SOREX — 

in dazzling bright White or warm, rich Cream—has a printing 

surface that produces beautiful results by letterpress or offset 

lithography. For proof, simply call your Sorg distributor and 

have him furnish you sample sheets of SOREX for a press-test 

of your own. You'll discover quickly why SOREX should be 
Your Sorg distributor will be happy 


: ‘our top choice for the next job that calls for a paper with 
to provide you with swatch books of yous I J t pa} 
SOREX in both White and Cream. its remarkable strength and beauty. 
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HOW TO USE 


TRAVELING GIRLY 


FOR PROMOTION 


You can get a lot of high-level publicity 
through the proper use of attractive young ladies, 
and the cost isn’t as high as you'd think. 


By Al Bernsohn Traveling Twins . . . Three sets of Toni twins are ready to take off on a trip to confuse 


the public about their hair, with the blessing of the mayor of Kansas City. 
Among the most effective news- 


(Om 
makers currently in use by alert : 
public relations folks are traveling 


girls. 
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An excellent case in point are the J git 
girls used in behalf of the Paraf- 
fined Carton Research Council by I e 


its public relations counsel, Daniel 
J. Edelman & Associates, Chicago. 
The girls are used to promote Ice 
Cream for the Holidays, one of the 


Council’s activities in behalf of some s ; bw) 4 =e 
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of its customers, the ice cream man- 
ufacturers. 
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that the girls they choose are at- ff ¢ 
tractive and personable, but not y 


_ . & 
The Edelman organization says 


excessively glamorous. The reason ad 
for this latter caution is that often- 
times the interviewers on local tele- 
vision are comfortable, likeable 
women, but no Anita Ekbergs, since 
they, in turn, have a predominant- 
ly housewife audience. The girls 
chosen for the job are poised, have 
had some experience in television 
and are hard working. They also 
have to be believable ice cream 





Alaskan Queen .. . Eleanor Moses, of 
Anchorage, Alaska, was one of the 
1959 girls. She visited 18 cities and 
appeared on 54 radio & tv programs 


Pitch on “Today” Dave Garro- 
way lends a willing ear — and eye 
— to Pat Parker, of the class of 1958. 


; ICE CREAM ‘ 
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authorities who look as if they could 
make baked Alaska. 


> The Edeiman organization has had 
considerable experience in han- 
dling these traveling girls. They 
once brought over a girl from 
Frankfurt, Germany, for National 
Hot Dog Month! And they’ve been 
using traveling girls for Toni and 
Paper Mate for years. 

Last summer the Edelman organ- 
ization traveled three sets of Toni 
twins around the country to cele- 
brate Toni’s 15th year in the home 
permanent business. Although the 
slogan “Which Twin Has the Toni” 
has not been used in advertising 
for several years, the Toni twins 
had great appeal for television and 
radio audiences and offered inter- 
esting material for newspaper fea- 
ture editors. 


> For the Paper Mate Co. back-to- 
school campaign in August and 
September, the company sends three 
or four pretty young school teach- 
ers into 50 or 60 major markets. The 
girls discuss better handwriting, 
how to write better business and 
personal letters, etc., on radio and 
television and offer educational fea- 
ture material to the education edi- 
tors of the newspapers. 

A 16-page booklet “Say it the 
Write Way” on better writing is 
available to readers and viewers. 
Th~ response to this booklet is very 
v 50,000 copies have been sent 
to men and women who have heard 
about it from the traveling girls on 
radio and television or seen it of- 
fered in their local newspaper in 
a story placed by one of the girls. 


> The Ice Cream girls, scheduled to 
go traveling alone, are given 
thorough advance indoctrination. 
They are brought on tours through 
ice cream plants and carton manu- 
facturing plants and taught how 
ice cream is made and packaged. 
They're also shown, and trained in, 
the findings of the American Dairy 
Assn. and the Intl. Assn. of Ice 
Cream Manufacturers. 

In setting up the local-contact 
promotion, cities are carefully se- 
lected for local publicity and tie-in 
opportunities and locations of sig- 
nificant and cooperative ice cream 
manufacturing companies. 

The number is limited to the ex- 
tent that there are only four girl- 
weeks involved; two weeks each, 
a maximum of 20 cities, 10 a girl, 
five a week. 

The cities chosen are good ones 
for promotions, where papers are 
cooperative and there are many 
radio and television shows the girl 
may have a chance getting on. The 


recommendations of the public re- 
lations firm are gone over and ap- 
proved by Harvey Robbins, execu- 
tive secretary of the sponsoring 
Council. Then, with the cities 
chosen, the program gets unde 
way. 

> The girls are scheduled into the 
cities for one or two days. They are 
given air travel cards and _ they 
make all their own travel arrange- 
ments. The sponsors, through Edel- 
man, take out insurance on the 
girls, usually $25,000 life, health and 
accident. They are not regarded as 
employes of the sponsor but of the 
public relations organization. 

The publicity firm has a list of 
program managers and broadcasting 
personalities in each city. They’re 
written to three weeks in advance 
of the girls’ dates. The letters say 
that an attractive traveling expert 
on Ice Cream for the Holidays Week 
will be in town on a given date and 
that she has an interesting array of 
anecdotes, recipes and balops for tv 
She will prepare baked Alaska on 
the show, if requested, or a numbe1 
of other exotic and _ picturesque 
dishes. 

The girls are given a number of 
ice cream recipes and asked to prac- 
tice them at home. 

Letters are also sent to the 
mayors of all cities the girls will 
visit or, if it’s the state capital, to 
the governor, saying that a girl rep- 
resenting the ice cream industry 
has a gold ice cream scoop inscribed 
for him and that it would be very 
much appreciated if he would grant 
her a five-minute appointment for 
the presentation. Eighty percent of 
the time Edelman gets favorable 
replies. 

When pictures are taken, they’re 
pretty sure news pegs. If the girl 
has a 10:30 date, she will probably 
call the photo editors at 9 o'clock, 
try to get them to take a shot and 
will buy a glossy print for client 
use from the paper. Otherwise the 
publicity firm or the girl will set 
up their own photographs. 

Hotel public relations people are 
written to ahead of the girl’s ar- 
rival, told about the event and the 
girl, and invited to offer sugges- 
tions for effective tie-ins, news pic- 
tures and promotions. They are also 
told that it would be welcome were 
they to plug the girl’s being there 
in column items. Similarly the air- 
lines’ public relations departments 
are notified for photographs and are 
frequently of great help. 


> The visual message is strengthened 
in any such pictures by the 
fact that the girls carry, instead of 
purses or hat boxes, bags shaped 





and painted to look like oversized 
ice cream cartons. These are espe- 
cially good for television appear- 
ances, as in the shot from the Dave 
Garroway show on the opposite 
page. 

For radio and television appear- 
ances, the Edelman staff sends out 
at least a dozen program letters 
prior to her leaving Chicago. Usual- 
ly not over two or three of these 
reply. They wait a week after the 
letter goes out, then phone. A sim- 
ilar technique is used with mayors 
and governors. Those who can’t be 
reached by phone are given a final 
try by the girls when they reach 
town if their schedules still have 
any time open. It’s not unusual for 
this method to draw no blanks out 
of ten calls in a city. 


> A typical working schedule for 
the girl in town for two days 
would shcw her at a mayor’s ap- 
pointment, participating in five 
shows, visiting each of the news- 
papers and perhaps visiting one of 
the ice cream factories to boost em- 
ploye morale. 

She probably arrives at night and 
buys the local papers, gets out the 
radio and television sections and 
looks for other shows the Chicago 
office many not know about. At 
nine the next day she calls the sta- 
tions, confirming established en- 
gagements, seeking new ones. She 
has with her a file of all the Edel- 
man contacts and the efforts made 
to reach them. 

She lists the shows she’s not on 
and can usually pick up an extra 
two-minute spot or a 15-minute 
interview. She calls on food editors 
and city editors of the papers in 
town. Publicity and photographs of 
recipes are left with the food edi- 
tors. She tells the city editor about 
her visit to town for any news 
angle they can develop together. 


> Despite the dramatic aspects of 
the traveling girls, cost is not great. 
Their salaries for the two-week 
period may be as low as $100 a 
week plus all expenses. The ap- 
proximate total expenses they will 
have for a five-day week, including 
hotel, tips, food and cabs (they’re 
instructed to take taxis when on 
tour because time is valuable) is 
only about $200. 

Usually the girls take along little 
more than one cocktail dress and 
a few well-chosen changes, their 
promotional material and contact 
lists, the later as much for updating 
as for use purposes. They do not 
carry head shots of themselves— 
those are sent along by the pub- 
licity firm ahead of their arrival, 
with the hope that they might see 


early publication, or perhaps give 
editors ideas. 

Sometimes pictures and _ stories 
are mailed out three weeks ahead 
of the visit, especially if there’s any 
possibility of breaking a major Sun- 
day supplement or section.-This ma- 
terial is most carefully developed, 
both as tools for the girls to use 
and for additional national publicity 
efforts. 


> Each year, Edelman people with 
their client select eight recipes, 
chosen for their beauty as well as 
their taste appeal. A top home 
economist is paid $10 apiece to pre- 
pare these perfectly. Then photos 
are made of each recipe. These 
photos cost around $50 apiece, food 
photographers being expensive and 
speed and authority in handling the 
subject being vital on ice-cream- 
based recipes. 

The photographing, setting up and 
printing of pictures may well run to 
a total of $1,500 for this promotion. 
Indicative of the problems involved, 
they try to show the carton idea 
and make baked Alaska in the shape 
of a carton without detracting from 
a carton without detracting from 
its beauty. 

Selected media and personalities 
from standard sources such as 


Working Press of the Nation and 
Editor & Publisher Yearbook sup- 


plemented by the agency contacts 
are scanned through, and circula- 
tion areas of the papers are checked. 
Then each one chosen is sent pic- 
tures on a strictly “Exclusive in 
Your City” basis. 

National distribution is given this 
material. Pictures, captions on the 
Ice Cream for the Holidays theme, 
news and feature items pertaining 
to ice cream and a half-dozen other 
recipes are sent to 1,000 daily news- 
papers all over the country. Only 
the markets scheduled for the girls 
to hit are isolated and given special 
treatment. 

Wire service stories are also at- 
tempted and it’s not at all unusual 
for a picture of Esquimaux in Alas- 
ka eating ice cream or a girl eat- 
ing ice cream in a_ snowbank 
(breaking in July) or a major po- 
litical personality posing with a 
huge block of ice cream to get onto 
the national circuit with a member 
of the Edelman staff quietly riding 
herd behind it. 


> The public relations firm doesn’t 
try to do the whole job by itself, 
especially locally. Part of the think- 
ing here is to get the customers of 
the client into the act. For this rea- 
son, 4,000 press kits are sent out to 
local ice cream manufacturers on 
the carton organization’s mailing 


‘ 


i ¥ 
Forty-nine meets Fifty . . . Ice cream 
is proved to be popular everywhere 
when two of the ice cream girls, from 
our two newest states, meet to com- 
pare notes. Using girls with different 
and exotic backgrounds, like these, 
helps to get publicity. 


list telling them how to tie in with 
the promotion and how to go it on 
their own. Many such firms buy 
gold ice cream scoops to present 
to their local mayors! 

Thus the traveling girls are sup- 
ported by a major publicity effort 
and their function is to personify 
the promotion and create valuable 
news pegs, all as part of a larger 
campaign. By scheduling girls into 
different markets annually, it’s not 
necessary to repeat on one city 
more often than at several-year in- 
terval, generally, keeping the idea 
fresh and allowing time for modi- 
fications in the approach to develop. 

Timing of Ice Cream for the Holi- 
days is to pick up the low-end 
period of ice cream sales for the 
year. June is Dairy Month and ice 
cream benefits then. In February 
a cherry pie tie-in for the annual 
cherry promotion boosts sales. But 
in the Thanksgiving-Christmas 
period it must compete with the tra- 
ditional pumpkin and minced pies. 

With the recent shift in emphasis 
on the Council’s activity from pro- 
motion to research, the life of the 
traveling ice cream girl may now be 
over, unless the American Dairy 
Assn., which has taken over the 
promotion of ice cream, decides to 
continue the tradition. But the 
lessons learned are still valid, and 
many a campaign can profit from 
the techniques developed through 
the years. af 
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Letterpress 


Printing: 
The Basic Sales 


Promotion Tool 


Gravure 


Silk Screen. 


Many forms of sales promotion depend upon printing, and the more you know about 
the fundamental processes, the better buyer and promotion man you are. 


By Robert B. Konikow 
AR Managing Editor 


There are many media and tech- 
niques available to the advertising 
and sales promotion man, but basic 
to all is the art of printing. While 
much printing, such as that bought 
by magazines and newspapers whose 
space is used by advertisers, is not 
within the control of advertisers, 
the costs and processes in many 
other fields — direct mail, outdoor, 
point-of-purchase are the re- 
sponsibility of the advertising or 
sales promotion manager. 

It is his function to select for his 
company, not only the best printer, 
but the process most suited to the 
task at hand. Which will produce 
the most effective result within the 
budget and the time permitted? 
This is not an easy question, and 
yet the spending of this money is 
one of the major responsibilties of 
an advertiser 


> One indication of how important 
it is can be gathered from the fig- 
ures recently released by the Census 
Bureau, breaking down the expendi- 
tures for commercial printing dur- 
ing 1958. The exact figures are given 
in a table later in this article, but 
even a rounded-off summary will 
give some indication of the money 
that is being spent. 

According to government figures, 
then, almost $450,000,000 was spent 
in 1958 on direct mail printing; 
$348,000,000 on the printing of cir- 
culars, pamphlets, etc.; $250,000,000 


28 © Graphic Arts 


on printing of catalogs and direc- 
tories; $155,000,000 on display ad- 
vertising printing. These figures do 
not include the money spent for 
printing magazines and newspapers. 
While this comes, directly or indi- 
rectly from advertising budgets, the 
choice of process here is not with 
you, but with the publisher. 

No matter how you slice this or 
define it, it is a lot of money. As a 
matter of fact, it adds up to more 
than one billion dollars a year. This 
is quite a responsibility, and even if 
you, individually, have the chore of 
spending only a fraction of it, it is 
something to be concerned about. 


> This is true in spite of the fact 
that you, the printing buyer, should 
not be concerned with the technical 


processes by which ink is trans- 
ferred to paper. Your concern is 
with the finished product. It should 
not matter what kind of machines 
are used, but rather what the print- 

ing looks like and what it costs. 
But unfortunately, somebody has 
to decide whether your job will be 
done letterpress or lithography or 
gravure or collotype or silkscreen. 
You may have a printing expert 
within your own organization who 
can make the decision. But this is 
true in only a very few companies. 
Can you rely on a printer or his 
salesmen? To a certain extent, yes. 
No company which treasures its rep- 
utation or which desires to continue 
in business will recommend a proc- 
ess unsuited to a particular job. But 
- text continued on page 39 


How This Portfolio Was Produced 


The group of inserts which fol- 
low started with a stock photograph 
from the library of Eastman Kodak 
Co., which supplied a set of identi- 
cal black-and-white prints on Poly- 
contrast paper. Each of the print- 
ers started with one print. The 
letterpress insert was produced by 
Collins, Hirschfelder & Jones, 
using a plate by Superior Engrav- 
ing Co., both of Chicago, on Ox- 
ford’s Polar Superfine Enamel; the 
lithograph insert was printed by D. 
F. Keller Co., Chicago, on regular 
finish offset paper from Hopper 
Paper Co., Taylorville, Ill.; the 
collotype insert was supplied by 


Black Box Collotype Co., Chicago, 
on Hopper’s special  collotype 
paper, obtained through McIntosh 
Paper Co., Chicago, and by Fred- 
rick Photogelatine Press, New 
York; the sheet-fed gravure insert 
was printed by Photo Gravure & 
Color Co., New York, on Warren’s 
100-lb. offset enamel dull finish; 
the rotogravure insert is from Ull- 
man Gravure Inc., Brooklyn, which 
printed it on oriented polystyrene 
0.003 gage. 

Special thanks is due to Black 
Box, for starting the chain of 
thought which led to this portfolio. 
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it is often a matter of judgment, and 
there are many factors involved. 
Some of them are not necessarily in 
your interest. A printer has a tend- 
ency — for which you can’t blame 
him — to think of jobs in terms of 
what is needed to keep his expen- 
sive equipment and his skilled per- 
sonnel busy. This is in his interest, 
but it is not necessarily in yours. 
While it will rarely result in an 
unacceptable job, provided you are 
dealing with one of the many print- 
ers of integrity, it may not always 
result in the most economical job. 


> It is not easy to select the best 
printing process for a _ particular 
job. There are a great many factors 
that enter into a decision, and price 
should be only one of them. Quality, 
high enough for the task at hand, is 
certainly a factor. The time sched- 
ule you need is still another, and 
one must consider, of course, the 
length of run. Last to be mentioned 
here is the proportion of area de- 
voted to photographs or other con- 
tinuous tone material. All of these, 
and many more, enter into your 
selection of a process and a printer. 

But before we discuss these fac- 
tors in detail, it perhaps would be 
worthwhile to look at each of the 
processes, to find out what are the 
key elements of each, its strong 
points and its weak ones, and what 
is happening in its frontiers of de- 
velopment. Then, after having dis- 
cussed each, we can return to some 
of the factors that may lead you to 
choose one over the other. 


Letterpress, historically, is the 
dominant process. For many years, 
letterpress men refused to consider 
any other process as_ printing. 
“When you say printing,” they in- 
sisted, “you mean letterpress.” 

This attitude, fortunately, no 
longer exists. Letterpress, of course, 
remains an important technique, but 
lithography, in particular, is ac- 
cepted by management, if not by 
labor. Many printers have installed 
both letterpress and lithography de- 
partments, and while unions have 
maintained their separation, the two 
processes are moving closely togeth- 
er fairly rapidly, urged on by the 
new technical developments. 

Letterpress is probably the sim- 
plest of the processes to understand, 
so that it is a good place to begin. 
The printing surface is raised and is 
coated with ink. It is pressed against 
the printing paper, and the image is 
transferred. 

In its very simplest form and 
this was the way it started — the 
type is locked up on a bed. Then ink 
is spread over the printing surface, 
using either an ink pad or a hand 


WHICH PRODUCT CATALOG 
WILL BE USED 
MORE THIS YEAR? 


The catalog with the index tabs! Why? Because a special title 
on each tab signals the contents of that section. It takes only 
a flip of a tab for the busy buyer to find the information he 
needs. This saves valuable time. Makes his job easier. 

Your catalog is a major selling tool! So is your price book. 
And your parts list. To make sure they are used at the time 
of sale, make sure they’re tab indexed! 


Ask your printer or binder to see the new AICO 
INDEX PLANNER. Choose the index you need from 
this selection of actual samples of tab styles, colors, 
paper stocks . . . and DuPont's new Mylar plastic 


reinforcing! 


G. J. AIGNER CONM:PANY 


426 S. Clinton Street + Chicago 7, Illinois 
plants in California, Chicago and Long Island City, N. Y. 
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roller, and a sheet of paper is laid 
over the type and pressed down. 
This kind of press isn’t commer- 
cially used any more, but there are 
still working models around for in- 
spection. Some amateur printers 
may operate such a press, and there 
is one in operation regularly at the 
printshop in Colonial Williamsburg, 
and more at other historical sites. 

Add a touch of mechanization to 
this, and you have the familiar ver- 
tical The bed which holds 
the type on these presses is vertical, 
and the automatically runs 
an ink roller over the printing sur- 
face. The pressman places a sheet of 
in position, and it is moved 
against the type by the machine. He 
removes it, 


presses 


press 


papel 


and inserts a second 
sheet, and so on 

The next step upward is to carry 
the sheet of on a cylinder, 
which rolls it the printing 
surface. In one form or another of 
complexity, this is the most com- 
monly-used press. It permits auto- 
matic feeding of large sheets of pa- 
per, and that permits higher speeds. 

Finally, we come to the presses 
in which the type itself is curved to 
fit a cylinder, while the paper passes 
under it. The problem here has been 
to produce the cylindrical printing 
surface. Most large newspaper 
presses are based on this principle, 
but here the runs are long enough 
and the need for speed great enough 
to absorb the extra cost of prepar- 
ing a curved plate. Of recent years, 
with the development of plastic 
plates, like DuPont’s Dycril, it has 
become possible to make a plate that 
can be wrapped around a cylinder. 
There have also been developments 
which have made possible the rapid 
engraving of precurved cylinders 

The great advantage of these ro- 
tary presses is their speed. Whereas 
the flat-bed presses need two rota- 
tions of the cylinder for each im- 
pression one for inking the type 
and the other for transferring the 
image the rotaries need only one; 
the plate can be inked by a roller 
which contacts the type just before 
it, in turn, contacts the paper. In 
addition, the rotaries, while they 
can be built to handle sheets of pa- 
per, are easily adaptable to the use 
of paper in long rolls, effecting both 
speed of operation and economies 
in paper 

Thus, within itself, letterpress 
runs the gamut from the very small 
presses to the very Until 
recently, letterpress was too compli- 
cated to make a bid for the internal 
printing plant, but there are indi- 
cations that this may be changing. 
The advent of the new wrap-around 
plates, and presses especially de- 
signed to use them, may be leading 


papel 
across 


largest. 
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to the development of small, simple 
presses, designed to be run by com- 
paratively unskilled labor. The sim- 
plicity of letterpress is in its favor. 


Lithography comes next in this 
presentation, for no other reason 
that it is most fiercely competitive 
with letterpress. A look at the Com- 
merce department table will indicate 
the extent of this rivalry. Lithogra- 
phers, who smarted for years under 
the taunts of the better-established 
letterpress men, have become ex- 
tremely sensitive on their position. 

Lithography, often called offset, is 
based on the principle that oil and 
water not mix. The image is 
placed on a plate, the ink is picked 
up, transferred to a blanket cylin- 
der, and then to the paper. It is this 
transfer 
“offset.” 

Originally, the plate was a piece 
of carefully smoothed stone, from 
which the term “lithography” was 
derived. Stone, however, is rarely 
used today, but the name continues, 
even though the printing surface is 
metal, plastic, or sometimes paper. 

This process basically uses a plane 
printing surface, with no essential 
difference in height between the 
printing areas and the non-printing 
areas, although some forms of offset 
plates are actually etched, but to 
much shallower depths than letter- 
press printing surfaces. 

Offset presses, like letterpress 
ones, cover a large range of sizes. 
They come small enough and simple 
enough to be used as an in-office 
duplicator, and, indeed, most office 
duplicating machines are offset 
presses. At the other extreme, there 
are offset presses big enough to han- 
dle long runs of quality publications, 
newspapers, books, in full color. 

While offset is more common in 
sheet-fed equipment, web offset 
presses, using paper in rolls rather 
than in sheets, are entering the field 


do 


that gives rise to the term 


in increasing numbers. These presses 
do not reach top quality, but their 
speed and economy often make the 
sacrifice of quality worthwhile. 


Gravure is the third process that 
comes to mind when you consider 
printing. Here the printing area is 
below the surface of a plate. Ink is 
spread over the entire surface, and 
then is wiped off with a doctor blade. 
The ink remains in the hollows and 
is picked up by the paper as it is 
pressed against the cylinder. 

Since the engraved surface is ex- 
pensive, it takes a long run to make 
gravure a reasonable process. The 
most common use of gravure today 
is in the printing of mass circula- 
tion magazines, especially those 
which use many half-tones in full 
color. Newspapers, which used to 
lot of gravure for picture 
supplements, have largely shifted to 
lithography for the same purpose, 
but gravure is more than holding its 
own. Increases in magazines and 
periodical use, as well as in catalogs, 
have more than made up for its 
lessened use by newspapers. 

While the major use of gravure is 
with rolls of paper, there is a siz- 
able sheet-feed business. These re- 
quire long runs, not as long as roto- 
gravure, which is simply a shorter 
way of saying “rotary gravure,” but 
generally longer than the minimum 
runs that can be economically han- 
dled by either of the two processes 
already described. 


use a 


Collotype is the fourth of the major 
printing processes. Sometimes called 
photogelatine, it uses a _ printing 
plate of aluminum coated with a 
gelatine emulsion. When exposed to 
light through a contact negative, the 
gelatine is hardened in proportion 
to the amount of light that falls on 
it, and thus the amount of ink that 
can be transferred to the paper 
varies. It has the great advantage 


Commercial Printing Receipts 
(000 omitted) 


1958 
letter- 
press 


litho- 
total* 
Magazines & 
periodicals 
Catalogs & 
directories 
Direct mail 
Display adv. 
Other adv. 
printing 
(circulars & pamphlets, etc.) 
Newspapers, 
readyprints 


* includes engraving, screen, & others 


446,138 179,837 266,301 
154,927 28,442 101,592 


graphic 


252,406 136,175 75,636 40,595 


348,212 98,914 209,425 34,038 


1954 ———_—__ 
letter- litho- gra- 
press graphic vure 


gra- 
vure 


total 


$729,765 460,608 87,152 182,005 $441,668 361,970 34,195 45,503 


175,716 106,003 50,452 19,261 


{in ‘54 under commercial print-| 
ting, including advertising, cir-} 
levlars, & pamphlets J 


138,116 110,009 21,559 6,548 90,900 48,924 2,481 39,495 








that there is no screen, such as is 
required in each of the three proc- 
esses described earlier. In order to 
produce the gradations of tone in 
letterpress, lithography or gravure, 
a dot structure must be introduced. 
For fine work, a very fine screen 
can be used, with very fine dots, but 
the dots are always there. Collotype, 
however, has only the grain struc- 
ture of the gelatine emulsion itself, 
or no greater than is found in a di- 
ect photographic print 

Collotype presses use a_ large 
sheet, and operate at a fairly slow 
ate. If a plate is allowed to stand 
overnight, it dries out so that it can- 
not be used the next day. This limits 


the practical run to the number of 


sheets that can be produced in a 
single working day, roughly 8,000 


Silkscreen, or screen process, is 
the last of the major printing proc- 
esses, and is much different from 
iny of the other four. In its simplest 
form, a finely-meshed screen of 
silk, with some areas blocked out, is 
laid on the surface to be printed, 
and the ink forced through the silk 
with a squeegee. 

There are a number of ways of 
blocking out areas of the screen, 
varying from the very simple tech- 
nique of cutting a piece of paper to 
the sophisticated photoscreen proc- 
ess, which is used for halftone re- 
production. 

Silkscreen is not directly com- 
petitive with the other processes, be- 
cause its virtues are in areas which 
are not really touched by any other 
technique. Its ability to lay down 
flat areas of bright and opaque col- 
ors, or to print on almost every sur- 
face you can name, cannot be 
matched 

However, it is forced to use a 
fairly coarse dot structure when re- 
producing halftone material, wheth- 
er in black and white or in full 
color. This makes it unsuitable, for 
example, to reproduce a_ picture 
used for the portfolio accompanying 
this article. Its 65-line screen is 
simply not capable of the fineness of 
tonal gradation that can be obtained 
with the 120-line or better screen 
available in the other processes. 
Screen process is better suited to 
use where you don’t get too close to 
the printed piece, as in window dis- 
plays or point-of-purchase pieces. 
At a distance, the dot structure 
tends to disappear 


» These, then, are the basic printing 
processes. The next question is 
which should you use in a partic- 
ular job. This is not easy to say, and 
recent developments in _ printing 
techniques have made it less easy. 
There are a great many factors 


A.D. WEISS DID IT! 


500,000, 4-COLOR, 8-PAGE BROCHURES (11x11 page size) DELIVERED IN 4 WEEKS? 


First proofs, including 34 separations, delivered 2 weeks 
after receipt of transparencies and mechanicals ! 
This is an actual case history. The first half-million folders of a 2,250,000 


order were delivered in four weeks, and 250,000 daily thereafter. 
And this is normal operation at A. D. Weiss. 


With two 5-color perfecting web-fed offset presses, A. D. Weiss has 
proved that big printing runs . . . really big ones . . . need not be labori- 
ous, time-consuming tasks. A. D. Weiss is revolutionizing the printing 
industry with these web-fed presses and men trained to run them. 


Now, you get high-quality work (we believe ours is the finest in the 
country), at lowest prices (we believe ours are the lowest in the country), 
in the fastest possible time (we believe we are the fastest in the country). 


Want more information? Want to save money on your next big printing run? 
MAIL IN THE ATTACHED COUPON TODAY FOR FULL INFORMATION 
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A.D.WEISS LITHOGRAPH CO., INC., 2215 N.W. 2nd AVE., MIAMI, FLA. 
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which one must consider before 
making a decision. The relative 
value to be applied to each is an in- 
dividual matter, and no formula will 
permit you to pass your responsi- 
bility for judgment on to anybody 
else. But here are some of the fac- 
tors, and the reasons why they are 
important. 


© Length of Run While this 
sounds like the first and most im- 
portant factor, it really is much less 
important than one would guess at 
first thought. Actually, there is con- 
siderable overlap in the capacities 
of equipment. 

For very short runs, some of the 
smaller offset presses, which are 
really office duplicators, are called 
for. As few as 10 copies can be eco- 
nomically prepared, provided you 
are willing to accept the paper or 
presensitized plates that can be pro- 
duced with simple office equipment. 
For this length run, one should also 
consider the spirit duplicator, the 
mimeograph and the various office 
copying machines, none of which 
really qualify as printing presses, 
but which nevertheless do the job 
of office reproduction. 

As the run gets larger, the small 
letterpresses enter into considera- 
tion. The minimum run, roughly, is 
250 copies for the smallest letter- 
press equipment 

Given other requirements, both 
screen process and collotype are 
possibilities, with experts naming 25 
sheets for a practical silkscreen run, 
and perhaps 50 for collotype. But in 
both cases, the material must be 
suitable for the process. In collo- 
type, you fairly large 
printing area, with a high propor- 
tion of halftone, to make it worth 
considering. For 


require a 


silkscreen, the 
question is one of special flat color 
requirements, or size, or printing 
surface. 

At about 5,000, sheet-fed gravure 
begins to come into the picture, and 
collotype begins to fade out, al- 
though it is still worth considering 
up to about 10,000 full sheets. 

When you get up to about 25,000, 
web offset becomes practical; rotary 
letterpress starts at about 50,000; 
rotogravure at perhaps 75,000. 

These are rough figures, and please 
don’t take them specifically. There is 
a great deal of overlapping, and for 
many jobs, a number of processes 
must be considered before coming to 
a final decision. 


® Quality ... This is, of course, a 
factor difficult to measure. One can 
almost always get better quality by 
paying more for it, but you will 
have to decide how much the job is 
worth to you. 

All of the processes are capable of 
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high quality. The best examples of 
each, as illustrated in the accom- 
panying portfolio, are difficult to 
judge among. The nature of the spe- 
cific subject may indicate which 
process seems to be preferred, but 
this is a factor which can be dis- 
cussed only in connection with a 
particular job. 


© Special Requirements .. . Here is 
where you are most likely to bring 
up something that makes your 
choice of printing process almost 
automatic. 

For example, if you want a large 
half-tone, in full color, printed for 
use in a rear-illuminated box, col- 
lotype is the natural choice. It is 
able to print the same image on both 
sides of the paper, in perfect regis- 
ter, thus giving a brilliance and a 
depth of color that no other process 
can match. 

If, however, your problem is to 
use large flat areas of fluorescent 
colors, you will find silkscreen the 
obvious choice. 

If a long run has to be broken 
into shorter segments, each involv- 
ing a slight copy change, you will 
find it somewhat simpler to go to 
letterpress, where part of a plate or 
a form can be changed without 
changing the entire plate. Such 
changes are extremely expensive in 
gravure, which is the reason why 
the mail order catalogs published by 
Sears Roebuck and Montgomery 
Ward use rotogravure only for those 
pages which are common to all their 
regional editions. 

If you need a run of 5,000 sheets, 
each 44x62”, gravure will probably 
be too expensive, unless its special 
qualities are worth it to you. Wheth- 
er you go to letterpress, lithography 
or collotype depends upon the pro- 
portion of the sheet that is covered 
with half-tones. With a low propor- 
tion of continuous tone areas, letter- 
press is indicated; lithography comes 
next, and collotype is suited for the 
highest proportion of continuous- 
tone material. Of course, as the run 
increases, the cost of lithography 
and letterpress may drop more rap- 
idly than does the cost of collotype, 
and gravure becomes more feasible. 
@ Miscellaneous . . . From here on, 
the factors become extremely per- 
sonal. If you have fine relations with 
a printer, you will tend to use him 
and the process he offers. 

Time becomes a factor, as well as 
the availability of presses. You may 
sometimes find a printer with an 
unexpectedly idle press, and if he 
can work your job into a schedule, 
he may give you the benefit of a 
lower rate. This is fortuitous, of 
course, and can hardly be predicted. 

Location of the printer becomes a 


factor. The advantages of having the 
job printed either conveniently to 
you, or to where it will be shipped, 
may outweigh the factors of price 
and quality. 


> Picking a printer is complicated, 
and once you have found a reliable 
craftsman, whose standards are high 
and whose promises are trustworthy, 
hang on to him. This kind of printer 
isn’t interested in turning out work 
for you that won’t please you. He 
would rather turn down a job than 
accept one that he doesn’t feel is 
suited to his equipment and skills. 
Or he is liable to locate for you the 
printer who is best qualified to han- 
dle your special requirements. 

There is another tendency grow- 
ing in the graphic arts, and this is 
the interest in combining the proc- 
esses. Under certain circumstances, 
a job can be done in more than one 
way. For example, it is possible to 
do the body of a booklet by letter- 
press, while the cover is produced 
by lithography. Or screen process 
can be used to add a special color to 
a_ lithographed point-of-purchase 
piece, or to lay down a gold border. 

Today it is the printing buyer who 
must make the decision and coordi- 
nate the producers. A printer who 
confines himself to a single process 
has a natural tendency to think 
more highly of that process, to think 
of fitting an assignment to the 
equipment on hand, rather than 
finding the equipment most suitable 
for the assignment. The buyer must 
be the expert. 

One can avoid this situation by 
using a printing consultant or a 
printing broker, who can often save 
his fees on the reduced costs he 
can obtain through his skilful knowl- 
edge of the market. In addition, 
more printers are becoming multi- 
process plants. This is particularly 
true of letterpress and lithography, 
which are increasingly being housed 
under the same roof. 

Collotype printers tend to spe- 
cialize in this process, as do silk 
screen producers. Gravure printers 
are usually large, since their capital 
investment is high and their con- 
tracts are long. 


> Buying printing and _ knowing 
printing is an important function of 
anybody in advertising and sales 
promotion. The printer and his skills 
play a key role in getting your mes- 
sage across to your audience. Work 
with him; learn his problems; grasp 
every opportunity of visiting print- 
ing plants; don’t be afraid to draw 
on the knowledge of your printers. 
You'll find that this will pay off in 
increased returns for your printing 
dollar. 44 
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Give your “graphic grey matter” a spring cleaning! See Morton Goldsholl’s new color-sound 
film, “This is Texoprint’’—featuring the very latest in visual design and graphic technique, 
set to a swinging jazz score. It dramatically illustrates the versatility of Texoprint’ plastic 


printing paper—the paper with the fee/ of fine leather—the paper you can wash/ It’s a must 
see—and it’s free! 


KIMBERLY-CLARK CORPORATION NEENAH, WISCONSIN 
i am interested in viewing a print of “‘This is Texoprint.”” Please send me details about obtaining one 


Mie ee eee ea ctr a 


ADDRESS -- ———$ SITY COC ZONE — STATE 





Varied Campaign 
One set of color 
3tes produced this 
jroup of promotion 
pieces, possible 
ise of compatible 


paper stocks 


Consistent Paper... 


Same Art, Same Piates 
but Different Ends 


Puritan Sportswear Corp., New 
York, has demonstrated how to 
arry out an entire merchandising 
ampaign, from advertising inserts 
to bill stuffers, with one set of color 
plates, a combination printing plant 
and Westvaco printing papers. 

Puritan started by commissioning 
Bob Peak to illustrate its fall and 
winter lines for use in a national 
advertising campaign. Because the 
promotion was national in scope, 
letterpress plates were made of the 
illustration from which _ electros 
were produced for distribution to 
the national media selected. Puri- 
tan then used the letterpress plates 
to print 12 pages of inserts for Men’s 
Wear Magazine. These inserts were 
printed on Sterling Letterpress En- 
amel by the Du Bois Press, Roch- 
ester, N.Y. 

Then Du Bois took Puritan’s let- 
terpress color plates, proof-printed 
them separately as black and white 


Brochure on Visual 
identity Is Offered 


Does your organization have a 


winning: visual identity? 

If, before you answer the ques- 
tion, you'd like a definition of what 
s “visual identity,’ the Visual 
Identity Corp., New York, has is- 
sued a brochure defining it. 

According to the concern, visual 
identity is “.. . a visual theme char- 
acterizing and symbolizing an or- 
ganization’s personality and pur- 
pose. It is composed of (1) a set of 
unique design characteristics (read- 
ily identifiable in all communica- 


tions), (2) logo, (3) symbolic color, 
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halftones, and enlarged them 
photographically. Offset plates were 
made of these enlargements for the 
production of collateral promotion 
material. The paper selected for 
these pieces was Sterling Offset En- 
amel. 

As a result, the Du Bois Press 
was able to produce a complete 
range of merchandising and point- 
of-purchase materials for Puritan 
Sportswear with a single set of color 
plates. The list of promotion pieces 
includes small pamphlets to be used 
as stuffers by retailers, display top- 
pers, counter cards, window posters, 
dealer mailing pieces as well as the 
cover of the Puritan Sportswear 
salesmen’s portfolios. 

The Puritan campaign saw adver- 
tisements appearing in the New 
York Times, Saturday Evening Post, 
Parade, Sports Illustrated, Esquire, 
the Los Angeles Times and Gentle- 
men’s Quarterly. 44 


(4) trademark and (5) slogan. The 
200 communication devices in which 
it can be applied include basic 
organization communications (from 
annual report to letterhead to ve- 
hicle signs), identification in what's 
offered (from bagging to labeling 
plates to sample cases), and promo- 
tion (from ash trays to print adver- 
tising to slidefilms).” 
Copies are available. 
. for more details circle 137, page 123 


Lightweight Paper for 
Offset is Introduced 


A new lightweight paper for com- 
mercial offset printing has been de- 


veloped by Ecusta Paper, part of the 
packaging division, Olin Mathieson 
Chemical Corp. 

Its light weight reduces mailing 
costs, the company says, enabling 
users to spend more for quality 
printing. Books, catalogs, mailing 
pieces, plant newspapers, prospect- 
uses and annual reports are ex- 
pected to be some of the uses to 
which the new paper will be put 

It is being offered in stock sizes in 
9. 12 and 14 lb weights. 44 


Lanston Monotype Lists 
Typefaces Available 


An alphabetical and numerical 
list of Monotype faces available 
from the Lanston Monotype Co. is 
contained in a four-page folder be- 
ing offered by Lanston. 

Included in the listing are such 
faces as Baskerville, Bodoni, Chel- 
tenham and Garamond as well as the 
more rare faces as Fournier, Cochin, 
Hess New Bookbold, and Bulmer. 

Copies of the folder are available. 

- for more details circle 138, page 123 


Layout, Typography Sales 
Tools in BOAC Promotion 


Modern typography and effective 
layout may increase in travel ad- 
vertising placed at the local level if 
a promotion by British Overseas 
Airways Corp., 530 Fifth Av., New 
York, proves to be effective. 

BOAC commissioned leading pro- 
fessionals to prepare 60 specimer 
advertisements, ranging in size from 
14 to 100 lines, selling visits and 
tours to Britain, Europe, the Carib- 
bean and the Orient, then as- 
sembled the ads in a _ handbook 
which it is offering to local travel 
agents for their use. 

To assist travel agents in promot- 
ing tours across the counter and 
through the mails, BOAC also sup- 
plies “shell” covers for folders, 
which have colorful artwork depict- 
ing around-the-world destinations. 
Travel agents can overprint the 
blank pages of these shells with 
copy detailing their services. a4 


Pe SHEER 


WARDROBE of HOUSEHOLD GLOVES 


Hand-In-Glove The new logo for 
Pioneer Rubber Co.’s Household Divi- 
sion serves that concern’s desire to have 
an insigne that combines its name and 
product 





Eldorado Italic is an original 
design drawn specially to 

meet the strict spatial 
requirements of the Linotype 
duplexing system. Its light 
color emphasizes the rich 
texture of the Roman. As a text 
face it reads smoothly with 


its even slope and regular 


spacing. Because some 
inking effect is designed into 
Roman and Italic they hold 
their weight and texture in 
proofs for photographic 
reproduction when many 
faces appear unpleasantly 
starved. Eldorado is cut in 
all sizes from 6 to 12 point. 
For a specimen write to 
Mergenthaler Linotype Co, 
29 Ryerson St, Brooklyn, NY. 


Mf 


Linotype provides a unique opportunity texture 
in Eldorado, a tight-fitting face that econo- 


mizes with bold and energetic grace. El- 
dorado competes with Linotype Granjon 
Linot 


as a space saver, while its deep color and 


rich texture make a strong and vital page. 
Consider the magnified forms of ascenders 
and descenders; look at the low x-height 
represented by this block of text; these lie 
behind the virile texture of the lines you 
are reading. The design derives from a 
sixteenth century Parisian Roman, prob- 
ably one of the first to be cut by Robert 
Granjon. The parent face was popular i in 
France, the Low Countries and Spain for 
nearly three centuries; Eldorado is popu- 

lar in South America and California today 
but seldom used in the rest of the United 
States, a useful design awaiting discovery 
by those who need a distinctive and pow- 

erful typeface of proven spatial economy. 
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Insert Front 


An Insert 
with a 
Sample 


Here’s how “TV Guide” handled the prob- 
lem of getting sample envelopes of Miracle 
Aid in newsstand copies of 17 of its regional 
editions, produced in five printing plants. 


. . The first page of the four-page insert was a 


teaser, in two colors, which did not reveal the product 


By Allen Sommers 


Magazines, in a _ never-ending 
quest to provide new services for 
readers and advertisers, have gen- 
erated much comment recently with 
unusual inserts, gatefolds and even 
sampling innovations. 

Several national magazines have 
run samples of everything from 
Band-Aids to aluminum wrapping 
paper. Others have come up with 
unique gatefolds for advertisers. 
But easily the most novel method 
of sampling via a magazine was 
done by the Curtiss Candy Co., 
Chicago, for its fruit drink concen- 
trate, Miracle Aid. 


> A sample of Miracle Aid the 
first time a food product was sam- 
pled in a magazine ran in 750,000 
newsstand copies of 17 Southern 
and Southwestern regional editions 
of TV Guide magazine. The four- 
page insert with an envelope sam- 
ple ran first in the May 7, 1960 is- 
sue and was repeated in the same 
editions for the June 18 issue. The 
response from readers was highly 
gratifying and retailers found the 
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sampling technique a real boost for 
sales. 

What the magazine buyer re- 
ceived in addition to his normal 
reading material was a 5/16 oz. 
sample of fruit-flavored Miracle 
Aid, a quantity sufficient to make 
a full quart of the fruit drink. The 
insert also included a coupon re- 
deemable for seven cents with the 
purchase of six packages of any 
flavor of Miracle Aid. The sample 


flavors ranged from grape to straw- 
berry and orange. The second in- 
sert did not include the coupon. 

The envelope sample was glued 
to the insert page and easily re- 
moved. But the development and 
testing from the original idea to the 
actual presentation to readers in- 
volved a story of production coor- 
dination on many fronts. 


> The idea for the sample was first 


This Free Sample 
makes | quart 


Regular 5S #ize@ Make 


Inside Spread 

The envelope was a 

standard one, but it ' 

held only half the nied 
regular contents. 
Overprinting gave the 
altered capacity. 
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Changeable 
as a 


Chameleon! 


... but this little guy changes color for a reason...for effectiveness. 
In a similar way, Colorcraft Papers too, are color with reason... 
they're color researched to provide the action-getting backgrounds 
you should use for effective appeal. 


Colorcraft Impulse, for example, is designed to stimulate direct 
mail readers to react and respond...right now! Firms who have 
used Impulse know they're effective...find an improvement in 
returns, time and again. 


Colorcraft Influence can create a desired personality for your 
product or service. These colors are styled to build a favorable, 
leadership image...to make readers think of quality, prestige 
when they think of you. 


Plan your next direct mail or promotional piece on Colorcraft. 
You'll like the reaction and results you're sure to get. 


ALLIED PAPER CORPORATION 
KALAMAZOO, MICHIGAN 
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Over 65 items available in bond, offset, and cover stocks in popular sizes 
and weights for prompt delivery throughout the country. Most of these items 
are stocked on the floor of the merchants listed below. 


In addition, any color or finish can be manufactured in any weight or size of 
Colorcraft Bond, Offset, or Cover. 


IMPULSE COLORS: 


Pumpkin - Sulphur Yellow - Indigo - Flame Pink - Summer Green 


INFLUENCE COLORS: 
Rosewood - Smoketone Blue - Sandstone - Aspen Green - Buckskin 


CONTACT YOUR NEARBY COLORCRAFT DISTRIBUTOR FOR PRICES AND SAMPLES 


Albuquerque irpenter Paper Lynchburg, Va . 
Atlanta y eae ae { ’ Miam E 

PTT Eo tia f era beet eet 

Baltimore . eo Minnedpolis 


Missoula, Montana 
Nashville, Tennessee 
ena’ New Haven, Conn 
) New York, New York 


Billings, Montana 
Boston, Massachusetts 
Charlotte, N.C 
Chicago 


Oklahoma City 


f f Omaha 
Cincinnati f Orlando, Florida a; € 
Cleveland t f Philadelphia t b 


eter e. Pittsburgh 


Dallas t i Portland, Oregon 
Dayton { Pueblo, Colorado 
Ort ha tg ' Reading, Pa 
Detroit . F Rochester,.N. ¥ 
Des Moines f - St. Louis 

eTTi tra da ; : 

ae ete) ter P Salt Lake City 
Fort Worth 5] ¢ San Antonio - 
Grand Island, Nebr ; San Francisco 
Great Falls, Montana cia Seattle 
Harlingen, Texas t r oT Ter tp. City 


Hartford, Conn Sprinafield, Mass 


Houston, Texas Syracuse, New York 
indianapolis F Tallahassee, Florid 


- Jacksonville, Florida Tampa, Florida 
Kalamazoo f f Topeka 
Kansas City ; Washington, D.C 
Lancaster, Pa Yakima, Washinat 
Lincoin, Nebr clan : Y LS relab tae 1D 
Los Angeles ray. } r Toronto 


ele elite 
Lubbock 


7) 
Vancouver 


ALLIED PAPER CORPORATION 
KALAMAZOO, MICHIGAN 
preferred printing papers 


lithographed on Allied Impulse Summer Green, bs. 70# 
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At the Printer . . . A batch of the inserts 
arrive at Gates Bindery, Kansas City. 
Note the fact that they are printed two- 
up, with the samples reversed in position 
to avoid bulking up 


developed by Clinton E. Frank Inc., 
Chicago, the agency for Curtiss 
Candy Co. William Galbraith, di- 
rector of advertising and sales pro- 
motion for Curtiss, and account 
executive Jack Matthews of the 
Frank agency felt TV Guide’s huge 
single copy or newsstand sale would 
offer an ideal outlet for reaching 
their market. Postal regulations 
forbid mail copies to carry such a 
sample, so naturally the sampling 
had to be limited to individual copy 
sales. 

But getting the envelope sample 
into the magazine correctly re- 
quired almost six months of study 
and testing. When the plan was first 
broached, the Curtiss and Frank of- 
ficials met with Arthur Hunter, 
TV Guide’s production advertising 
manager, to discuss the possibilities. 
Mr. Hunter then returned to Phila- 
delphia with samples of the pro- 
posed insert for testing. 

Preliminary tests were conducted 
in the bindery department of the 
Gravure Division of Triangle Pub- 
lications Inc., Philadelphia. The 
magazine is also a division of Tri- 
angle. Initially, Curtiss planned to 
offer the same size packet — %-o0z 
—sold in retail outlets. But after a 
number of runs in the bindery, it 
was found the packet was too large 
to be handled safely and efficiently 
in the binding machines. 


> Mr. Hunter recommended to the 
client and agency that the sample 
be cut in half — to 5/16 ozs.—and 
thus keep bindery problems to a 
minimum. 

He and the Triangle people also 
recommended that the insert be 
printed on a heavier stock than the 
normal TV Guide page. Several 
paper stocks were tested. Some 


were too light to carry the envel- 
ope; others were too heavy. Final- 
ly, it was recommended to use 72 
lb. Spring Mill Index. Curtiss and 
its agency assigned the printing of 
the two-color insert to D. F. Keller 
Co., Chicago. 


> But since TV Guide does not print 
all its program section in one plant 
—actually, 15 different plants 
throughout the country handle the 
7% million copies weekly—this 
meant that the entire binding oper- 
ation had to be explained in detail 
to all participating printers. Edi- 
tions carrying the insert ranged 
from the Virginia edition south 
to Florida and west to Texas. 

In addition to Triangle’s Phila- 
delphia plant, other printers parti- 
cipating were Foote & Davies, At- 
lanta; A. D. Weiss Lithographing 
Co., Miami; Henry Wurst Inc., 
Kansas City, Kan., and the Steck 
Co., Austin, Tex. John J. Quinn, 
TV Guide production director, sent 
a memo to all printers outlining the 
problems and suggesting methods 
and even short-cuts in _ binding. 
Samples for testing were also sup- 
plied to the binders. But since 
biriding equipment is not standard- 
ized, each printer had to make his 
own adjustments. 

In binding TV Guide magazine 
all copies are bound two-up and 
then cut apart. The Philadelphia 
tests had shown that it was neces- 
sary to stagger the placement of the 
insert envelopes. One package 
would go on the right side of the 
top bind-in, the other on the left 
side of the bottom bind-in to gain 
proper balance in the binding ma- 
chines. 

Two of the participating printers 
enlisted the help of experts from 
the makers of their binding equip- 
ment to make special adjustments 
in their machines to handle the job. 


> Finally came the day of the big 
run. Since all of the printers listed 
produce more than one _ regional 
edition of the magazine, printing 
and binding schedules at all plants 
are very detailed and specific. But 
thanks to advance planning, the 
difficult and unusual binding job 
was handled with a minimum of 
trouble. 

There was one problem, how- 
ever. Several of the printers said 
that even with air conditioning, 
their plants were enveloped with 
fruit flavors-of grape, strawberry or 
orange for several days. No sooner 
had they finished the first issue 
than it was time to handle the sec- 
ond insert—fruit flavored, of course. 
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fowasnc 8") what's the 
difference 

between these 

two points? 


Ky - 


distance only, 
in thinking ... none 


... an Offset service geared 
to do JUSTICE to YOUR 
artistic efforts. 


PRICE * QUALITY + SERVICE 


Lithography with Metallic 
Inks our Specialty!! 


complete 
varitype service 


Lithographing Corporation 
115 West 27th Street, New York 1, N.Y 
Telephone: YUkon 9-0026 


Promotional material produced on 
Bergstrom safety papers conveys an 
added sense of value .. . gets 
better acceptance and action when 
printed on check paper, for it is 
associated with money. Specify 
Bergstrom safety papers with your 
printer for coupons, discount offers, 
subscription forms, contest blanks 
and related promotional material. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


SINCE 1904 


BERGSTROM 


PAPER COMPANY 


NEENAH, WISCONSIN 
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. 5 Oo Next time 
-& SG, ME =~ 


Use Humor 
to Reach the 
x. College Market 


fevnlaqin 
Fea ! 


(32) evsrem- 
fitted Point 
Te «heose from, 


There is a lot of gold 6m 


today’s campuses, but te dig in, you must 
There's one on 2 ee 
pec l use a special light touch im art and copy alike. 


for fev, 


On Comput 2... 


(Author of “I Was a Teen-age Dwarf” ,““The Many 
Loves of Dobie Gillis” , ete.) 


FOUNTAIN PEM 
Esterbrook Fens ‘2-95 
pone shgntty higher WHO WENT TO THE PROM—AND WHY 


THERE'S A POINT CHOICE OF 82-ONE 1S CUSTOM FITTED FOR YOU! 


“Hello,” said the voice on the telephone. “This is Werther 


Sigafoos. I sit next to you in psych. I’m kind of dumpy and 
I f ff I I always wear a sweat shirt.” 
. > 
fee Autdiam J hwo. Audi | 


“I'm afraid I don’t remember you,” said Anna Livia Plura- 
belle. 


“I'm the one whose lecture notes you've been borrowing for 
two years,” said Werther. 
“Oh, yes!” said Anna Livia. “What do you wish, Walter?” 


“Werther,” said Werther. “What I wish is to take you to the 
By Roger U. Ricklefs Junior Prom next April.” 


“But this is November 27, Westnor,” said Anna Livia. 
; ; ; : nd “Werther,” said Werther. “Yes, I know, but you are so round 
Take a look at some recent ads and beautiful that I was afraid you might have a date already.” 
aimed at the college market. You “As a matter of fact I do, Wingate,” said Anna Livia 
may find a number of changes you “Werther,” said Werther. “Oh, drat!” 
did not expect. Anna Livia did not really have a date, but she was expecting 
to be asked by Stewart Stalwart, athletic and BMOC, handsome 
Largely because the college mar- 


. ; ; as Apollo, smooth as ivory, wearer of faultless tweeds, smoker 
ket is exploding both in population of Marlboro cigarettes which even without his other achieve- 


and in income, alert advertisers ments would stamp him as a man with know-how, with a 


pleasure-oriented palate. If you think flavor went out when 
now give the campus scene very filters came in, try a Marlboro. This one brims with zest and 
serious attention. No longer do pro- sip and the good, mild taste so dear to those who smoke for the 


+ pure joy of it. Get yourself a pack of Marlboros and listen to 

gressive admen take it for granted your friends say, ‘““There, by George, goes a smoker who knows 

that the college newspaper ads, di- a hawk from a handsaw.” 

rect mail campaigns and window But I digress. Anna Livia waited and waited for Stewart 
. : . Stalwart to ask her, but two days before the Prom, to every- 

displays will contain the same art- 


body’s amazement, he asked Rose-of-Sharon Schwartz, a non- 
work and copy that the general descript girl with pavement-colored hair and a briefcase 
media use. 


More and more, advertisers find 

that the novel approach sells, par- 

ticularly if it is humorous and “so- 

phisticated.” One of the best-known 

college campaigns, for instance, is 

the witty campus newspaper column e. 7 ’ 

which Max iabih ak For six Vie decided tt tO dcop pear ivi (de : 

years, Mr. Shulman has written for Anna Livia immediately phoned Werther Sigafoos. “My 
Prom date has come down with a dread virus,” she said, “and 
I have decided to accept your invitation, Waldrop.” 

“Werther,” said Werther. “Oh, goody ganders!”’ 


The next day Anna Livia received a phone call from Stewart 
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NEW SNOWLAND BOND 
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Crighleh, Whiten, belle Tuan eer — 


. and now your best paper buy, for even the most discriminating paper use. NEW SNOW- 
LAND BOND, the result of scientific refinements in the basic pulp bleaching process, has 
improved formation, cleaner appearance—will highlight your printed message at the same 
low price that has made Snowland Bond's performance-plus utility famous. We invite you to 
compare NEW SNOWLAND BOND with any sulphite bond, watermarked or unwatermarked. 
Write for free samples today—Fraser Paper, Ltd., 420 Lexington Avenue, New York 17, N. Y. 
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FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK. CHICAGO ® MILLS: MADAWASKA. MAINE 





Philip Morris and its filtered col- 
league, Marlboro. For a cigaret cam- 
paign, this is an exceptionally long 
tenure. In fact, only the famed P.M 
trademark “Calling Philip Morris”, 
ran longer. According to the latest 
reports, Marlboro, upon which Mr. 
Shulman now concentrates, has re- 
placed Chesterfield as the campus 
cigaret. Philip Morris products 
have a higher percentage of the 
college market than the general one. 
The humorous treatment of col- 
lege ads has paid off. Why and how? 
James C. Bowling, Philip Morris di- 
rector of public relations, believes 
that the college market is a very 
special one. In the general maga- 
zines they read, college students re- 
ceive exposure to regular adver- 
tisements. In the campus newspa- 
pers, therefore, it is useful to try 
something different, particularly 
something geared to the college 
audience. Donald L. Cuttie, vice 
president, Henri, Hurst and McDon- 
ald adds: “Our fear of the college 
man is not specifically boredom. It 
is sophistication . . . We believe the 
college man to be one who avoids 
‘run of the mill’ advertising.” 


> In addition to pleasing the “sophis- 
ticated” college students, humorous 
products. For  in- 
stance, the last thing that college 
students like to discuss is a dull, 


ads_ glamorize 


ordinary domestic product, partic- 
ularly something like underwear. 
Jockey finds that a twist of humo! 
will insure word of mouth adver- 
tising. In commenting upon the hu- 
mor, students mention the under- 
wear. Jockey therefore uses “cam- 
pus characters” such as “Blackstone 
Tort, the pride of the law school.” 
English 
jurist wig and gown. He finds that 
when he is comfortable, he 


Tort appears dressed in 
is par- 
ticularly brilliant at swaying juries 
And of course he is most comfort- 
able in Jockey briefs 

> Another advantage of humorous 
ads is that they may create a favor- 
able corporate image. In connection 
with the Esterbrook ads, David J 
Salembier, Young and Rubicam, 
“We feel that college 
students will be more likely to read 
an ad that has a 
morous approach 
reading the ad, 


comments: 


somewhat hu- 
and that afte: 
they will feel 
‘friendlier’ toward the product and 
the company.” As 
students will be 


most college 


prosperous con- 
sumers with a buying expectancy 
of about fifty years, their friendly 
attitude toward the product and the 
company will pay 
years. 


dividends fo 


Moreover, when firms recruit col- 
lege grads, the corporate image may 
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“Oh, to be in Elba... 
now that Winston’s there!” 


1TS WHATS UP FRONT THAT 


trom W 





ne He gaan 


Winston tastes good— 





like a cigarette should! 
L 


Slightly Irreverent 


Kidding the great 
is a collegiate foible, and advertisers 


find it pays to join in the fun 


be influential. A light approach will 
particularly help industries that 
many students consider “stuffy.” 


> While the potential for 
through humo 
ploitation 


success 
does exist, its ex- 

tech- 
First is 
timing. College students live a more 
irregular life than do most adults 
“Back to involves 
changes in the living pattern 
Christmas is not a day, but a whole 
vacation 


demands special 


niques and considerations 


school” basic 


The same is usually true 
for Easter. Examination periods us- 
ually demand a change of pace 
After the exams, the summer vaca- 
tion involves a change of work, lo- 
cation and of living in general. 

The advertiser can exploit these 
situations. One successful formula, 
for instance, is a variant of the line: 
“Exam today? You're ready for any- 
thing with 


® More important than timing is a 
slant for the college market. Life 
magazine runs a column which dis- 
cusses each week’s issue and points 
out features of collegiate interest. 
For humor, the columnist sometimes 
takes a gentle crack at the feature 
subject or even at the magazine it- 
self. 

® Vaseline hai: 


tonic runs “course 


announcements” such as “Social 
Dancing 123.” The “course,” accord- 
ing to the “announcement,” will 
show how Vaseline hair tonic helps 
dancers to achieve popularity. 


® Esterbrook once ran a series of 
cartoons advising students to buy an 
Esterbrook the next time they lost 
their fountain pens. As_ students 
carry their pens from class to class 
all over the campus, losses occur 
frequently. The ad capitalizes on 
this fact of college life. 


® Benefiting from the collegiate in- 
terest in psychology, L & M offers an 
ink blot test to see “just how far 
out” the student is. A serious sales 
pitch is inserted. 


@ Another 
sponsors a 


cigaret, Lucky Strike, 
“Dr. Frood” who an- 
swers questions in a humorous man- 
ner. These questions largely involve 
aspects of college life. 


® The cultural interests of college 
students also offer possibilities. 
Vespa reproduces Rubens’ “Abduc- 
tion of the Daughters.” The rathe1 
exposed girl says to her abductor 
that she likes only a man who rides 
a Vespa. (This also appeals to the 
less cultivated student). 


> And don’t overlook the morbid 
angle. Max Shulman began one col- 
umn 


It was a dullish evening at the 

Theta house. The pledges were 

down in the catacombs; the ac- 

tives were sacked out upstairs, 
not doing much of anything 

Mary Ellen Krumbald was stick- 

ing pins in an effigy of the house- 

mother; Evelyn Zinsmaster was 
welding a manhole cover to her 
charm bracelet: Angelica Mc- 

Keesport was writing a letter to 

Fabian in blood. Like I say, it 

was a dullish evening. 

Sick? Maybe. But college students 
just love it! 

College problems of a_ universal 
nature can also provide subject mat- 
ter. Another Shuman column opens: 
“As everyone knows, the most se- 
rious problem facing American col- 
leges today is the shortage of park- 
ing space for students’ cars.” One 
solution suggested is that all stu- 
dents smoke Marlboro cigarets 

As they will be perfectly happy 
sitting at home smoking Marlboros, 
they will not want to go out and 
drive their cars. The extra twist is 
that it will not work. When the stu- 
dents run out of Marlboros, they 
must drive their cars to get some 
more. This of course means parking 
The whole discussion means a num- 
ber of plugs for Marlboro. 


> But it is not enough to have a 
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humorous college slant. The adver- 
tiser must insert a forceful sales 
pitch. How much of the ad should 
this sales talk dominate? How can 
the writer insert it smoothly? 

The amount of actual selling can 
vary from almost 100% of the ad to 
almost nothing. 


e As an example of the former, a 
Winston cigaret ad shows Napoleon 
in his characteristic hand-in-coat 
pose. As the gimmick, he is pulling 
out a pack of Winstons, which are 
plainly visible. According to the 
text, this solves the mystery of Na- 
poleon’s famous gesture. And now 
that Winston is in Elba, Napoleon 
longs to be there too. Finally, the ad 
observes that while Napoleon’s 
have travelled on _ its 
stomach, Napoleon himself would 
not be caught dead without his Win- 
stons. Thus, most of the text and the 
art in this ad is related to the sales 
message 


army may 


e An Esterbrook ad_ contained 
slightly less sales talk. Headed: 
“Take an Esterbrook on your next 
flight of fancy,” the ad carried a 
humorous text. At the end it urged: 
“Pick up your Esterbrook Fountain 
Pen today. It might help you get off 
the ground.” This neatly ties in with 
the humorous theme, is light in tone 
and yet urges the reader to take 
action. 


@ Still more humor-dominated, the 
Viceroy ads ask the reader if he 
thinks for himself. Four multiple 
choice questions follow. While the 
first three are usually humorous, 
the fourth involves Viceroy. 


@ Shulman generally inserts the 
plug into the humor. In “A Guide 
for the Loveless,” he suggests to the 
reader: “The first thing you do, 
naturally, is to offer the young lady 
a Marlboro. Be sure, however, to 
offer her an entire Marlboro not 
just a Marlboro butt. Marlboro butts 
are good of course, but whole Marl- 
boros are better.” 


® The Lucky Strike question and 
answer man, “Dr. Frood,” also plugs 
t' » product in his humorous text. 
But in addition, a serious ad ap- 
pears next to the “Frood” material. 


> It is impossible to say categorical- 
ly whether the humor or the sales 
pitch should dominate. The adver- 
tiser can only study the possibilities 
and choose the one that fits his own 
needs best. This is one of the special 
problems of humor-ad development. 

The methods of development vary 
greatly. The Shulman ads, consid- 
ered among the most successful in 
the college humor field, developed 
partly by accident. As a_ student, 
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James C. Bowling, now Philip Mor- 
ris public relations director, read 
and enjoyed Shulman’s first book, 
“Barefoot Boy with Cheek.” 

Years later, while hunting for a 
Philip Morris campaign idea, he 
noticed that many of the campus 
humor columnists imitated the 
Shulman style. Working on the be- 
lief that Shulman could draw a col- 
lege audience, Philip Morris ran 
trial columns of Shulman’s work. 
Mr. Bowling reports that the re- 
sponse was so sensational that to 
measure it, he chucked normal re- 
sponse evaluating methods, rented a 
tape recorder and interviewed stu- 
dents. Says Mr. Bowling: “This pro- 
duced rare comment and tangible 
evidence that people read our mes- 
sage, liked it, remembered it, and 
were talking about it.” 

But most humor ideas developed 
through very extensive market re- 
search. Henri, Hurst and McDonald 
developed the Jockey ideas through 
a study of what college students 
most frequently discuss. The agency 
believes that in humor ads, the 
proper subject matter is~-vitally im- 
portant. In the novelty field, it is 
easy to develop a fabulous idea 
that won’t sell. All ad agencies 
queried emphasized the need for 


Who’s Who In Paper... 


Sweatchbooks Ease 
Selection Searches 


Text, Cover and Bristol . . 
Blue Ridge by Standard Paper 
Manufacturing Co., “a genuinely 
felt-textured paper for prestige 
advertising.” 

- » for more details circle 119, pege 123 


Litho Finish and Opaque 
Bond . . Weston Bond by Byron 
Weston Co. combines cotton fiber 
quality with cockle finish for let- 
terpress, offset or die-stamped 
impressions as well as writing or 
typing. Litho finish available in 
white only, other items in this 
line available in white and five 
other colors. 

- for more details circle 120, page 123 


Master Paper for Direct 
Copying. . Eagle-A Translucent 
Bond by American Writing 
Paper Corp., suited for use with 
Bruning, Ozalid, Pease and other 
direct print copying machines; 


fitting the ad to the market through 
extensive research. 

Although this may involve con- 
siderable expense, the ads can some- 
times be used in non-college media. 
Esterbrook runs its college ads in 
Scholastic and Seventeen. The Shul- 
man columns appear in _ sophisti- 
cated media such as The New York- 
er, Saturday Review and Playboy. 

Probably the only other special 
problem in development of hu- 
morous college ads involves sched- 
uling. One advertiser found it diffi- 
cult to get a desired schedule of in- 
sertions to appear exactly as or- 
dered. Dispersed throughout the na- 
tion, the college media are usually 
very small and often managed by 
students. Advertisers should keep 
this potential inconvenience in mind 
and learn to live with it. 


>» Despite this type of minor prob- 
lem, the college market is well worth 
its trouble. Enrollments will prob- 
ably double by 1970; they are grow- 
ing rapidly now. Like most non- 
adults, college students have more 
money today than ever before. They 
are a special market. Those aggres- 
sive, alert advertisers who realize 
this fact and act accordingly have 
found profitable results. 44 


available in two substance 
weights and a wide range of 
sizes. 


- for more details circle 121, page 123 


Offset Color . . Nekoosa Off- 
set by Nekoosa-Edwards Paper 
Co., available in white and nine 
other colors and in following 
finishes: regular, vellum, ripple, 
linen, finesse and handmade, 
variety of weights. 

- for more details circle 122, page 123 


Text, Cover and Bristol . . 
Pericles Opaque, Mohawk Paper 
Mills Inc., blue-white paper with 
vellum finish for use in letter- 
press and offset. 


- for more details circle 123, page 123 


Chemical Wood Paper . . 
Permalife by Standard Paper 
Manufacturing Co., a stock with 
life expectancy of more than 300 





cancer! where can you turn? 


A MOTHER wants to know how to guard herself against 
cancer of the cervix. She turns to her physician and 


to the American Cancer Society for the answers to her 
questions. 


A PHYSICIAN must keep up with the fast developing 
facts in cancer control. He turns to his journals and 
the American Cancer Society professional publica- 
tions and films for this information. 


A BUSINESSMAN wants to protect his employees. He 
turns to the American Cancer Society for life-saving 
pamphlets, films, danger signal posters, and speakers. 


A SCIENTIST needs funds to support his research on 
leukemia. He turns to the American Cancer Society 
which invests millions annually in cancer research. 


A CANCER PATIENT needs dressings and weekly 
transportation to a treatment center. She turns to the 
American Cancer Society, and is helped. 


| CANCER’S SEVEN DANGER SIGNALS 
The American Cancer Society is many things to many 


1. Unusual bleeding or discharge. 
people — and is made up of many people — two million 2. A lump or thickening in the breast 
volunteer physicians, businessmen, union leaders, or elsewhere. 
nurses, scientists, housewives, dedicated to one goal: - A sore that does not heal. ; 
saving lives from cancer. Through the Society's nation- - Change in bowel or bladder habits. 

- ‘ . Hoarseness or cough. 
wide research, education and service programs, they . Indigestion or difficulty in swallowing. 
hold out a lifeline to everyone threatened by cancer. . Change in a wart or mole. 
If your signal lasts longer than 
two weeks, go to your doctor to learn 
if it means cancer. 


AMERICAN CANCER SOCIETY 





You, too, can turn to the Society. Call your local Unit 
for more information on what it can do for you—and, 
incidentally, what you can do for it. 
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years, stocked in several grades, 
to be used in book and document 
printing and in any other area 
where long life for the printed 
material is demanded. 

- for more details circle 124, page 121 


Vellum Cover . . Bristol 
Cover by Advertisers Paper 
Corp., heavy paper for a variety 
of uses: tag, cover, index, post- 
card, available in several fancy 
finishes. 

. for more details circle 125, page 123 


Text and Cover .. Wausau 
Text and Cover by Wausau 
Paper Mills Co., available in 
white and several other colors 
for use in annual reports, sales 
brochures, catalogs, direct mail. 
year books, announcements and 
greeting cards. 

. for more details circle 126, page 123 


All-Purpose Offset . . Bro- 
kaw Opaque Offset by Wausau 
Paper Mills Co., available in va- 
riety of finishes and weights, is 
said to please printers because it 
“lies flat, feeds well and is easier 
to handle, print, score and fold.” 

. for more details circle 127, page 123 


Text, Cover and Bristol . . 
Shenandoah by Standard Paper 
Manufacturing Co., variety of 
finishes available for 
printing. 


prestige 


. for more details circle 128, page 123 


Extra Strength Cover .. 
20th Century Plate Bristol Em- 
bossed Cover, Riegel Paper Corp., 
made with jute “for extra 
strength,” comes in 12 colors and 
two weights for catalogs and gen- 
eral advertising. 

. for more details circle 129, page 123 


Cover Stock . . Tuscan ‘by 
Peninsular Paper Co., available 
in variety of colors and weights, 
all in antique finish for use on 
either letterpress or offset. 

- for more details circle 130, page 123 


Opaque Cover . . Poseidon 
by Mohawk Paper Mills Co., a 
“radiant” white cover with vel- 
lum finish for prestige printing. 

. for more details circle 131, page 123 


Cover Bristol . . Clearcolor 
by Advertisers Paper Corp., 
suited for postcards, folders, rec- 
ord cards and covers, either let- 
terpress or offset, available in 
variety of colors and finishes. 

. for more details circle 132, page 123 
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Swatch Book Shows 
Gummed Paper Samples 


A sample book, with removable 
swatch samples, showing Prone 
gummed paper, is being offered by 
Mid-States Gummed Paper Div., 
Minnesota Mining and Manufactur- 
ing Co. 

This swatch feature enables users 
to remove the white and colored 
label paper from the sample book 
for examination and comparison. 

The paper has the feature of 
staying flat even when subjected to 
a wide variation in temperature. 

- for more details circle 133, page 123 


Unusual Sample Book . . . User can re- 
move swatches easily for comparison 


Henry Announces New 
Lithographic Process 


Henry Lithographic Inc., 4336 San 
Fernando Rd., Glendale, Cal., li- 
thography specialists, has announced 
development of a new lithographic 
process for reproducing transparen- 
cies with 80 to 90% fidelity at cost 
savings of up to 70%. 

David M. Henry, president of the 
company, said that the process also 
reduces the transparency-to-press 
time from five days to a matter of 
hours. 

He said the process, through the 
use of specially adapted color filter- 
ing equipment, makes possible me- 
chanical control of color values in 
each step leading up to, and includ- 
ing, production of the lithographic 
plates. 

A special filtering device provides 
maximum contrast in each color 
separation negative without affect- 
ing middle range tone value ad- 
versely. This results in a tri-color 
process giving the effect of four- 
color reproduction. 

The company stresses in its pub- 
licity that its method will supple- 
ment, not supplant, present four- 
color methods. «4 


Apeco Introduces New 
Process for Copier 


What it describes as “the first 
compact, desktop copier using an 


electrophotographic technique,” has 
been introduced by American Pho- 
tocopy Equipment Co., Evanston, II. 
under the name of “Electro-Stat.” 

According to the company, the 
unit produces “perfect” copies of 
any business paper, even those us- 
ing halftones, solids and covered 
material. Copies can be made at a 
cost less than 3\¢ each at a rate of 
five per minute. The process is dry, 
using no liquids. 

It is expected, the company 
spokesman continued, that the unit 
will be available on a rental basis, 
for less than $40 per month, or pur- 
chased for about $1,495. 

An additional advantage to users 
is that each copy made on the 
Electro-Stat is an offset master 
capable of producing up to 200 
copies for as little as 1/5¢ each. 

The machine requires only 18x22” 
of desk surface. It uses a process 
called “Electrofax” which was in- 
vented by Radio Corp. of America. 
The unit, styled by Charles E. Jones 
and Associates, is enameled steel, 
finished in light brown and beige. 
A new electrophotographic paper 
was developed for the machine by 
Apeco and Sherwin-Williams Co.. 
Cleveland. «< 


Publicity Procedures 
Outlined in WNU Folder 


Western Newspaper Union, Chi- 
cago, specialists in the physical 
preparation and distribution of pub- 
licity mat releases to the nation’s 
non-metropolitan press, has pre- 
pared a folder explaining the WNU- 
Chicago publicity mat release serv- 
ice. 

The folder, “Press Publicity Infor- 
mation Guide,” lists services and 
prices. 

There is also an insert explaining 
WNU’s plastic printing plate for 
publicity purposes. According to the 
company, the plate has gained wide 
editorial acceptance because it has 
eliminated the small town publish- 
er’s time and expense that were 
involved in casting a mat release. 
Copies of the folder are available 

. for more details circle 134, page 123 


Heyer Automatic Electric 
Folder Placed on Market 


An automatic electric paper folder 
which automatically feeds, folds and 
counts 110 sheets a minute and 
deposits them through a belt de- 
livery into a neat stack in an ad- 
justable receiver is being manu- 
factured by Heyer Inc., 1850 S. 
Kostner Av., Chicago 23. 

Called the Conquerer paper fold- 





er, the unit is designed for volume 
folding in letter shops, direct mail 
organizations and captive printing 
plants. Because of its simplicity of 
adjustment, Heyer says it can also 
be useful in larger printing plants 
to do the so-called “headache” fold- 
ing jobs on runs that are too short 
to warrant the time and expense of 
setting up a large folding machine. 

The outstanding advantage of the 
electric Conqueror folder, according 
to Heyer, is the fact that for the 
first time a user is able to auto- 
matically feed paper, count the ac- 
tual number of sheets folded, and 
be free to do other jobs while the 
machine is operating. 

The machine comes in two mod- 
els, priced at $199.50 and $299.50, 
plus federal excise tax. a4 


Allegro Now Available 
On American Point Body 


Allegro, a decorative display type 
designed in West Germany by Hans 
Bohn, is now being imported to this 
country from the Frankfort type- 
foundry, on American point body 
sizes from 12 to 72. 


Allegro 


According to the importers, Am- 
sterdam Continental Types & 
Graphic Equipment Inc., New York, 
Allegro’s “potentialities extend from 
advertising and promotion through 
packaging to book jackets and bind- 
ings.” 

Sample sheets of Allegro are 
available. 


. for more details circle 135, page 123 


Stapler Makes Removal 
Of Top Sheet Easy Job 


Bostich Inc., 2017 Briggs Dr., 
East Greenwich, R.I., has _intro- 
duced a stapler that produces a 
new kind of staple—one with both 
legs pointing in the same direction. 

This new design is said to enable 
succeeding top sheets of stapled 
papers to be removed without hav- 
ing to remove the staple and re- 
fasten the remaining pages each 
time. This easy removal is not pos- 
sible with conventional _ staplers, 
which bend legs toward or away 
from each other, Bostich said. 

The new stapler, designated the 
Bostich B5U desk stapler, was de- 
signed for offices, banks, insurance 
companies and other organizations 
which have frequent need for tem- 
porarily holding together items in 


Delivery 
of print jobs 


Let's face it. The most expert print job 
in the world is valueless if it can’t be delivered 
for your use on time. 

And a discussion of on-time delivery 
is a discussion of service . . . personalized 
service. For it is the responsibility of your 
printer to meet your schedule, 
adjusting his to do this. 

We give this personalized service - 
which results in on-time delivery - 
by use of production control and 
service under one roof. 


To find out how your print 
jobs—large or smali—can 
be delivered on time 
without additional cost 
to you, write or call us. 
One of our service 
representatives will be 
happy to discuss our 
operating methods with 
you, and give you a 
quote, if desired. 

No obligation, 

of course. 


association with permanently fast- 
ened ones. 44 


GREGG-MOORE LITHOGRAPHING CO. 
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LETTERHEAD DESIGN ... is more an exacting art than an exact science. The crea- 
tion of the corporate letterhead is an event in which you have more than a passing interest. 

Here the nuances of color, typography and layout play a most important role. For, whatever 
the sense of the typed or printed words, the letterhead itself carries its own distinct message. It speaks 
— clearly, undeniably — of the value your firm places upon itself. Properly designed and faithfully 
executed, it adds measurable weight to your persuasive or definitive or informative or moving mes- 
sages; ill designed or haphazardly produced, it denies the validity of the corporate communication. 

PLOVER BonD, the visibly better letterhead paper, provides the proper atmosphere for your 
corporate letters. This is beautifully demonstrated in our new WORKBOOK OF CREATIVE LETTER- 
HEAD DESIGN. 

This fine piece is, further, a complete (but hardly tedious) text covering the four elements of 
good design: fundamentals, layout, typography and color. For your complimentary copy, simply con- 
tact your PLOVER BonpD Paper Distributor or write directly to us. 


WHITING- A R PAPER COMPANY STEVENS POINT, WISCONSIN 
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Three Variations The same components can be used for many shows, if their uses 


are planned in advance. Here are three different arrangements, for three different 
shows, but many of the elements are reused, although the total appearance is new. 


with a 
Plan 


Here's how Wagner Electric 
makes most effective use of its 
exhibit budget by long-range 
planning of its program and 
purchases. 


By Mildred Weiler 


Wagner Electric Corp., St. Louis 
manufacturer of automotive and 
electrical products, finds long-range 
planning for all its trade show ex- 
hibits the most effective for every- 
body concerned. 

Although the exhibits of the two 
divisions, Automotive Parts and Ac- 
cessories and Electrical Apparatus, 
are planned separately, both come 
under the direction of L. C. Dobrunz, 
sales promotion and _ advertising 
manager. 

Mr. Dobrunz is assisted by Walter 
Dannenmaier in planning the three 
major automotive shows in which 
the company participates each year, 
and by Richard Vassier on the elec- 
trical side, where the number of 
shows varies from three to six or 
more. 


> Long-range planning provides 
these advantages: 


® Gives the display builder from 
six to ten weeks in which to work 
out any problems, understand what 
you are trying to do and present 
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WRITE TODAY! 


ee ORCHAWAII SALES DIV. 


ee) abe eg OF HAWAII, INC 


305 aT AVENUE, NEW YORK 1, WN. Y 
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BIGGEST 


Le 


World's greatest premi- 
um— Ptastic Hostess 
Aprons. Only 6c each 
in large quantity, not 
much higher in nomin- 
al quantity. LARGE size. 
For free give-aways, 
tie-ins, store-openings, etc. 
Write for Free sa.nple Now! 
No obligation. We've sold 
MILLIONS! We guarantee to please you 


. & M COMPANY, GArfield 1-0026 
Dept. PG 20 415 N. 8th St., St. Lowis, Mo. 


ANNOUNCING 
15th Advertising Essentials & 


National Sales Aids Show 
March 27, 28, 29, 1961 


HOTEL BILTMORE, NEW YORK 
Average annual registration of 


8,372 


Write for guest tickets or 
Space availability to — 
Thomas B. Noble, Chairman 


Advertising Trades Institute 
135 E. 39th St., N.Y.C. 16 LE 2-992! 


next month in ar. . 


Comic Books 
an advertisers buying guide 
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| an exhibit such as literature, 
| outs, 


new ideas to help meet your prob- 
lems: 


@ Saves the cost of overtime and 
rush-work mistakes that invariably 
go along with short-term planning; 


© Allows adequate time to coordi- 
nate all the segments that go with 
hand- 
products, etc., and makes it 
possible to ship it all together to 
one place. This minimizes the pos- 
sibility of having to wait for, or 
hunt for, some part of the exhibit 
at the show. 


® Helps avoid the last minute rush, 
and the danger of missing a show 
because you are not quite ready; 


® Gives enough time to. think 
through what you really want to 
show, and how to do it most effec- 
tively; 


@® Lets you tie in with other na- 
tional advertising, and use one cen- 
tral theme; 


® Permits coordination of the year’s 
exhibits by use of same background 
units for more than one show, send- 
ing advance information to the sales 
branches prior to the exhibit, get- 
ting in early requests for hotel res- 
ervations, and working out details 
with those who will serve at the 
show. 


> Long-range planning means work- 
ing on one year’s shows near the 
close of the preceding year. All 
three of the automotive show ex- 
hibits are planned together, and 
because of this long-range planning 
the display units can be planned to 
be used in variable space. 

One of the automotive shows, for 
instance, utilizes a 40’ exhibit. Othe: 
shows use only a 30’ display. Using 
10’ display units on which products 
can be displayed, enables Wagner 
to use the same units in either a 
30 or a 40’ exhibit. 

“I believe we were among the 
first in St. Louis to have our dis- 
play supplier build 10’ fold-up units 
that could be used in any show. By 
placing drapes or other display units 
between the two 10’ fold-ups we can 
build an exhibit to accommodate 
most size space,” Mr. Dannenmaier 
explained. 

Basically each fold-up is a shelv- 
ing and storage unit on which prod- 
ucts can be displayed. A single ten 
foot unit can also be used individ- 
ually in a smaller show space. 


> It was the flexibility of these pre- 
planned units that touched off the 
idea of using the division’s advertis- 
ing theme in the exhibit. The space 
between the units was just right 
for displaying a color transparency 
of a particularly dramatic photograph 


used in a national advertisement. 

From that time on, some four or 
five years ago, the entire exhibit 
program has been keyed to the 
company’s advertising and merchan- 
dising programs for greater effec- 
tiveness. 

The division’s advertising pro- 
gram is planned early the preced- 
ing year. This same theme is used 
in all automotive exhibits for that 
year. Art used in business maga- 
zines and national consumer mag- 
azines is blown up and used in the 
exhibit to dramatize an otherwise 
straight product display. 

When the advertising includes 
product merchandising features, 
such as “how-to-do-it” sheets fo 
brake repairmen, this same feature 
is dramatized in the trade show ex- 
hibit, too. 

Details of the “how-to-do-it” 
sheets were displayed on turntables 
at the exhibit and blowups of the 
sheets were also displayed. This 
provided a double impact of what 
the repairman would read in busi- 
ness magazines and what he would 
see at the show. 


> Because of the long-range plan 
it is possible also to include infor- 
mation about the shows in the pub- 
lication advertising. 

As early as June, 1960, the auto- 
motive division knew what the cen- 
tral advertising theme directed to 
repairmen in 1961 would be. This 
one central theme will be used as 
dramatically as possible in the di- 
vision’s three trade show exhibits. 

The theme is determined through 
the united efforts of the sales pro- 
motion and advertising department, 
the heads of the sales departments 
concerned, and the company’s ad- 
vertising agency, Arthur R. Mogge 
Inc. 

Then the company’s display build- 
er, Ad-Craft Inc., is notified and 
work on preliminary show sketches 
begins from three to four month: 
before the first show. 

With the central theme in mind, 
the exhibit then has a definite ob- 
jective and there is time to consider 
what new units may be needed and 
how the existing basic units may 
be used to get the best result. 


> Because each of the electrical ex- 
hibits features different products 
and is geared to different markets, 
each of the exhibits must be han- 
dled separately. 

Here, too, however, because of 
long range planning, the division 
uses a number of 20’ units, one of 
which usually can be adapted to a 
particular show. This, of course, 
saves building for each show. 

In two refrigeration shows. for in- 





stance, the same background can be 
used with only slight revisions and 
some changes in the products shown. 

Tie-in with the company’s electri- 
cal products advertising program, 
with regularly scheduled ads in na- 
tionally circulated business publi- 
cations selected for broad coverage 
of all markets, is by use of blowups 
of particularly striking ads that ap- 
ply to the products featured in each 
show. Large transparencies of prod- 
ucts in use or in process of manu- 
facture are also used 

Whenever possible, an actual dem- 
onstration unit is used. At this 
year’s NRECA show, for example, 
a two-ton load tap changer for pow- 
er transformers was on display, giv- 
ing visitors a chance to see how this 
complex piece of equipment works. 
Usually, however, the demonstra- 
tion units are not quite so large. 


> One of the important advantages 
of advance planning is that it al- 
lows time to assemble all the parts 
of the exhibit, such as the various 
products needed from the factory, 
the literature, and handouts and get 
it all together for shipment with the 
display to one destination at the 
show, according to Mr. Vassier. 

By notifying the company’s vari- 
ous sales branches throughout the 
United States and Canada as soon 
as the show dates are determined 
and what the exhibit will feature, 
the branch offices have time to do 
their own promotion in ads _ that 
reach the people who attend the 
various shows. 

Invitations to the show and to 
the company’s hospitality room are 
also sent out in advance to the sales 
branches for their advance mailing 
to customers and prospects. 

Personnel selected to serve at 
each exhibit are also given plenty 
of notice 


> Among the shows the electrical 
division pre-planned for 1960 are 
the Product Engineering Show held 
in Chicago in September, and the 
Iron and Steel Show ih Cleveland, 
both of which required ‘different ex- 
hibits. 

The Cleveland Iron and Steel 
Show, which is held only every two 
years, set its date for the 1960 con- 
vention in October, 1958. At that 
time, Wagner made its hotel reser- 
vations for the 1960 show. 

By February, 1960, Wagner had 
its contract for show space con- 
firmed. 

By June, 1960, planning of the ex- 
hibit itself was in high gear and by 
July 10, 1960, the outline of what 
the electrical division wanted its 
display builder to do had been 
passed along to Ad-Craft. 44 


Gardner Displays’ PLANNED IMPACT programming 
provides better exhibits for less money. PLANNED IMPACT 
is Gardner's concept of plan-ahead programming . . . 
integrating plans, budgets, design, construction and traffic 
control to achieve the greatest sales impact at the least 
expense, before the largest potential audience. 


Gardner has prepared PLANNED IMPACT programs for 
many of the country’s leading exhibitors, with 

outstanding results. May we show you how a PLANNED 
IMPACT program can make your exhibiting more effective? 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
477 Melwood Ave. « MAyflower 1-9443 1937 W. Hastings St. * TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. ¢ Lincoin 4-2030 41 East 42nd St. © MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bldg » LOcust 8-5395 
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Main Rotundc . . 


. This is the entrance hall of the Centex Sales and Exhibit Building 


The model of the development is in the center, with taped messages on the phones. 


When a builder tries for home- 
building sales in a new area, he 
faces many of the same problems 
shared by “the new kid on the 
block.” 

When he enters a highly compe- 
titive area such as the state of 
Florida, he’s picked a very chal- 
lenging situation for himself. 

This, in brief, was the position 
Centex Construction Inc. found it- 
self in when the company entered 
the Florida building market through 
the purchase of a large tract of land 
in Florida. 

Although Centex had built ex- 
tensively in its native Texas, plus 
Oklahoma, Arkansas, Ind‘ana, Cal- 
ifornia, Idaho, Illinois and Hawaii, 
its reputation still had to be proved 
in Florida. 


> In other areas, the use of model 
homes had proved quite successful. 
But considering the competition, 
Centex President Tom Lively de- 
cided to build a special exhibit hall 
in addition, which woult attract visi- 
tors, i.e., prospects, to the Centex 
sales center 

The job of designing an exhibit 
hall was handed over to George 
Ryad Fisher, a Jacksonville archi- 
tect. With the order, Mr. Fisher in- 
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herited the following rather chal- 
lenging requirements: 


e The hall had to be_ exciting 
enough to attract attention in the 
midst of many appeals from com- 
petition all around. 


© It would be temporary, with a 
probable maximum life of three 
years. 


e It had to do an effective job of 
not only selling the _ individual 
homes, but the entire Centex real 
estate development plan, 
“University Park.” 


named 


e It needed plenty of exhibit space, 
plus private headquarters for the 
sales staff near the merchandising 
center. 


When the grand opening crowds, 


Sales & Exhibits 

This long, low 
building devotes 

one wing to detail 
exhibit units, the 
other to sales and 
administrative offices 


A Florida developer 


used a special building 


to show his homes 


to prospects. 


Feb. 28, 1960, gathered at the Cen- 
tex Exhibit Hall, they saw not only 
an attention-provoking contempo- 
rary structure but a new approach 
in merchandising quality-built 
homes. 


> The Centex Hall is of white con- 
crete block construction with red- 
wood framework and _ occupies 
5,292 square feet of space. The back 
of the building is entirely glass and 
overlooks the landscaped setting for 
six model homes. 

The visitor is first attracted to a 
center rotunda which is the major 
exhibit room of the University Park 
Sales and Exhibit building. 

Inset in the floor of the rotunda 
is a scale model of the first section 
of University Park with 1,000 homes 
placed in landscaped plots. It also 





includes a future University Park 
Country Club and an 18-hole golf 
course, constructed. to scale, with a 
marina behind the Club where boats 
will eventually come into port via 
inland waterways. As the viewer 
looks down at this miniature city 
he is looking straight into a future 
city as though from an aerial point 
of vantage. 

A railing installed around this 
inset supports a dozen white phones. 
Visitors are invited to pick up the 
phones and listen to an 8-minute 
recording of theme music and a 
picturesque narration of a typical 
future day in University Park. 


> From this point the visitor can 
browse through a finger-touching 
inspection of product displays, ex- 
hibited in a wing of the building. 
This wing is unobstructed by any 
partitions or columns, thus permit- 
ting a flexibility of display. 

Here the visitor can see and touch 
actual samples of hardware, light- 
ing fixtures, terrazzo tile, roofing, 
bathroom fixtures and gas furnace. 

Heavy attention is given to em- 
phasizing the quality of these con- 
struction and accessory materials 
and products, since their quality at- 
tention emphasizes the over-all 
quality in ae Centex home. 

This exhibit includes many “hid- 
den products” normally unseen in 
a finished home. It also includes an 
entire kitchen which displays the 
full-color coordination of the Caloric 
gas range and oven placed in the 
Centex homes and included in the 
over-all building price. 


> The desire to own one of these 
homes is stimulated in another ex- 
hibit by color transparencies of the 
six model homes in three varied 
elevations, each with a basic floor 
plan. The full-color transparencies 
are mounted in rear-illuminated 
shadow boxes. 

A personalized appeal to the 
homemaker is made in another area, 
close by, with displays showing a 
variety of color coordinates avail- 
able in fabrics, woods and paints. 
Samples of carpeting, ceramic tile, 
paint chips, upholstery and drapery 
fabrics plus natural woods are 
mounted to show their color rela- 
tion and the wide variety of dec- 
orating ideas possible for these 
homes. This exhibit shows many in- 
terior decoration suggestions from a 
California designer, C. Tony Pereira. 
The transparencies are mounted in 
rear-illuminated shadow boxes. 

The next step in the exhibit hall 
tour is to a special room which has 
a rear-screen projector built into 
a curving, natural wood wall. Here, 
confidence in Centex Construction 





FOR NEWS GOTHIC 


N for neatness—typographic neatness 
borrowed from the ancient Greeks and 
Romans. More appropriately labeled 
“Sans Serif’ or’ Block,’ the Gothic letter 
forms are derivatives of the plain, “serif- 
less" lettering peculiar to early Greek 
and Roman stonework. News Gothic is among 
the most popular of the many Gothic faces, 
being a later refinement of the original forms. 
The craftsmanlike simplicity and superb 
readability of this face can most readily be 
seen through the faithful reproductions of 


Monotype offers a true reproduction of 
the original type design, correct fitting 
of character, perfect alignment of type, 
and uniformly, typographically correct 
word-spacing. And Monotype gives you 
more flexibility in fitting type to space, too. 
About a 10% saving in lineage is average. 
This typesetting method gives you a sharper, 
cleaner, more craftsmanlike reproduction. 
And please note the attractive News Gothic 
Italic, News Gothic Bold and News Gothic 
Bold Condensed in which parts of this ad 


are set and newly available on Monotype. 
Lanston Monotype Company, a Division of 
Lanston Industries, Incorporated, Monotype 
House, G Street Below Erie Avenue, P.O. 
Box 4768, Philadelphia 34, Pennsylvania. 


Unorthodox typographic makeup was deliber 
ately employed in the advertisement above to 
better illustrate variations in color and texture.) 


Lanston & 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& abcdefghijkimnoparstuvwxyz $1234567890 


NEWS GOTHIC 
ON MONOTYPE 


ABCDEFGHIJKLMNOPQRSTUVWXYZ&abcdefghijkimnopqrstuvwxyzfi $1234567890 


ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijkimnopqrstuvwxyz1234567 
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Component Display Units like these 
illustrate product features that are nor- 
mally hidden in model homes 


Company is built up with a film- 
strip which shows the scope of the 
company’s operation from Hawaii to 
Florida. 

From here the visitor is taken 
outside to see the model homes al- 
ready built by Centex. Designed by 
Joseph Bryson, Jacksonville, Fla., 
and professionally decorated by C. 
Tony Pereira, the homes exude an 
air of gracious, comfortable living. 


>’ Once the visitor has finished the 
tour, he is taken back into the 
building through an entrance which 
leads directly into the sales wing. 
Since sliding glass doors line the 
rear of this wing, the prospect can 
discuss the homes, financing possi- 
bilities and the like in complete 
privacy while watching—at the 
his children play in the 
enclosed play area just outside. 
There are five of these private 
salesrooms, all 


same time 


designed to give 
complete privacy to both the pros- 
pect and the salesman during ne- 
gotiations. 

The success of the University 
Sales and Exhibit Building is evi- 
dent in its continuing attraction to 
a steady stream of daily prospec- 
tive home buyers. Centex has a 
story to tell and, 
through the design of its building, 
and the help of its agency, Glenn 
Advertising Inc., Dallas, tells this 
story in easy stages of attraction, 
explanation, persuasion and _ proof 
of the finished product. 44 


sales-worthy 


Display Sales Brochure 
Describes System X 


A new type of exhibit idea, com- 
bining some of the best features of 
both the pre-fab and custom-made 
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exhibit has been developed by Dis- 
play Sales, Cincinnati. 

The exhibit, called “System-X,” 
consists of poles, spacers and light 
panels. The components are avail- 
able in a variety of finish treatments 
and a line of optional accessories 
have been designed to go along 
with the basic pieces. 

The resultant exhibits, produced 
using System X materials and de- 
signs, offer a wide degree of in- 
dividuality for the exhibitor at a 
reasonable cost. 

The illustrated brochure shows 
several exhibits made up for nation- 
al customers and contains a speci- 
fication and price sheet. 

. for more details circle 101, page 123 


Brochure Gives Ideas 
On Home Flower Shows 


The benefits of exhibiting in con- 
sumer shows are pointed out in a 
new brochure published for the 
home and garden industry by the 
Natl. Assn. of Public Exposition 
Managers. 

The four-page brochure points 
out that “over five million con- 
sumers with $10 billion to spend 
will search for new ideas and new 
products to better their homes.” 

The brochure also describes the 
function of NAPEM and lists the 
members and the names of their 
shows. Under a new plan adopted 
at the NAPEM Detroit meeting, ex- 
hibit space can be purchased in one 
show or in any combination of 
shows covering all major markets, 
coast to coast, according to each 
exhibitor’s distribution or market- 
ing system. 

Copies can be obtained from H. 
Ellis Saxton, president, 312 E. Wis- 
consin Av., Milwaukee. a4 


S&W Stand .. . Smart and simple, this 
unit offers over 34 feet display space 


Lowcost Stand idea 
Introduced by S&W 


A lowcost stand that comes 
ready-to-assemble has been intro- 
duced by S&W Displays, Louisville. 

Completely pre-finished, the stand 
requires just 20x46” of floor space, 
yet offers more than 34 square feet 
of usable display space. 

The stand consists of four hard- 
surface pressboard panels in a pair 
of %4” kiln-dried hardwood frames. 
Panels are removable and painted 
on both sides, giving two-sided dis- 
play space. 

Each stand measures 45x75” over- 
all and accommodates two 435¢x29” 
white panels and two 42x29” panels, 
one yellow and one orange. The 
frames are dark gray. 

The stand comes packed in two 
pieces for fast assembly in a re- 
usable carton. Assembly requires 
only two wing nuts and a con- 
cealed chain, bottom center. 

The stands can be used in multi- 
ple arrangements. Price for each is 
at $34. 

Complete information can be ob- 
tained from S&W Displays, 2040 
Commonwealth Bldg., Louisville, 
Ky. 44 


‘Curtain Going Up’ Folder 
Describes Show Service 


A lively folder describing a serv- 
ice for producing industrial musi- 
cals has been released by the K&K 
Productions, New York. ‘ 

Entitled “Curtain Going Up,” the 
folder describes the possibilities of 
getting a business message across 
via an industrial show. 

Facilities of the companies serv- 
ice are listed including choreogra- 
phers, stage managers, musical di- 
rectors, costume makers, lyricists, 
composers, set builders, etc. 

Copies are available. 

. for more details circle 102, page 123 





2-COLO R PROC ESS by offset or letterpress 


When customers cannot wait for 4-color plates and production, the mod- 


ernized 2-color process may save the situation. This insert is an example of 


what can economically be produced at top speed by 2-color process on a fine 
coated paper such as Cantine’s Zenagloss. 


The Martin Cantine Company, Saugerties, N. Y. 
Specialists in Coated Papers since 1888. 


Model: Claudia Rhodes 


This insert is printed by 
offset in two colors on Can- 
tine’s Zenagloss Offset Coated 
25x 38-80 (160M), 2-color 
photograph and process sepa- 
rations by Pictura, New York 


lantiney LENAGLOSS OFFSET COATED 
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2-COLOR PROCESS  wisens the coior printing market 


2-color process printing has proved commercially practical for both offset This insert produced by 
offset in two colors on Can- 
' : D eda tine’s Zenagloss Coated 

‘ tterpress. q a subs » for 4-color work when a close match 
ind letterpress. It is not a substitute for 4-color work when a close mate - Offset 25x 38—80 (160M). 


* Dual-color separations 


made by Pictura, New York 
‘ ‘ . City, from full-color trans- 
gives remarkable multicolor effects —and at a saving of time and money. parency furnished by Pan 
; : American World Airways 
It widens the market for color printing of quality. System. (Scene in the 
French Riviera). 23x29 
A.T.F. Big Chief Press. Inks 
by General Printing Ink Co. 

. 


/ : For extra colors, an Esopus 
Tint is recommended. Ask 

your paper merchant for 

e 9 samples, or write: The Mar- 

tin Cantine Company, Sau- 

yl) CM 4 gerties, N. Y., specialists in 
7 Coated Papers since 1888. 


of intricate color copy is demanded. But with Cantine’s Coated Papers, it 


How to Buy Art— 
and Stay out of a Fight! 


A large buyer of art explains why 
some art costs more than others, and 
how you can get full value without 
squabbling or cheating. 


By Ramon G. Gaulke 

Sales Promotion Manager 
Ekco-Alcoa Containers Inc 
Wheeling, Illinois 


Eventually every buyer of graphic 
art is confronted by a situation 
which leads him to believe that all 
artists and designers are financially 
independent. Most frequently this 
feeling is reinforced immediately 
after billings are received. This 
feeling which the buyer experiences 
manifests itself most often in loud 
vocalizing, generally ending with 
the word “robbery.” 

It is this writer’s opinion, how- 
ever, that the crime committed was 
not robbery, but rather one of pre- 
meditated inexperience, the guilt 
resting solely upon the buyer. 


> Artists and designers are hope- 
lessly possessed by an obstinate de- 
sire to understand clearly the prob- 
lem represented by the job. This 
understanding of course, takes tim2, 
and artists and designers have been 
known to devote hours of research 
to better satisfy their clients’ needs. 
The unfortunate part is that pay- 
ment is requested for this time. 

What is this research and why is 
it necessary? 


e Artist A will be given an assign- 


ment to produce a brochure on 
steam shovels and earth moving 
equipment. In order to understand 
the problem he will go to a con- 
struction site and make sketches, 
snapshots and notes to give an 
authentic feeling to the brochure. 


® Designer B will be assigned to 
plan an ad for Poultry World, and 
he will need to familiarize himself 
with advertising in poultry journals 
before actually going to work on 
the drawing board. 


@ Designer C is given a package 
designing project. Some research 
must be devoted to what the com- 
petition is doing and how it will be 
sold. How will it be placed on the 
shelf, and will a sales person be 
there to explain its merits, or will 
it be sold in a supermarket where 
it will have to sell itself? 


These are only a few examples 


but they point up the fact that 
varying amounts of research must 
be done before a pencil is touched 
to the drawing paper and before an 
effective solution is produced. 


> Every graphic arts buyer must 
realize the importance of personal- 
ly understanding the job he wishes 
the artist or designer to accom- 
plish. If a steam shovel brochure is 
required, the buyer should meet the 
artist armed with all the facts re- 
garding not only steam shovels, but 
the purpose, size, and quantity of 
the brochures involved. These im- 
portant details will affect the over- 
all designs and printing method, 
but most important, the time re- 
quired for the artist to understand 
the job. Frequently much economy 
can be realized by considering the 
right combination of all ingredients. 

The buyer must prepare his 
budget prior to contacting a graphic 


° ? 
e* but if you Can G there are ways of 


settling things in a way that is fair to everybody. In two major 
art centers — Chicago and New York — special groups have 
been set up fo listen to both sides of a dispute between artists, 
their agents, their clients. Members of the panels are drawn 
from all branches of the field, are enough aware of what is 
going on so they don't have to be educated from the begin- 
ning, and have a record of coming up with acceptable solu- 
tions. So if you're in either of these areas, and run into a situ- 
ation you can't straighten out amicably, get in touch with the 


appropriate group. 


Combined Ethics Committee, 162 E. Ohio St., Chicago 11 
Joint Ethics Committee, 232 E. 40th St., New York 16 
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Hour a day service 


2-Way Radio Dispatched 
Pick Up And Delivery Service 


QUALITY 


FOUR COLOR PROCESS, 
HALFTONE, LINE PLATES 


REEL TS 


ELECTROTYPES maT) 


| NORTHWESTERN PHOTO ENGRAVING CO. 
Call State 2-3939 328 S. JEFFERSON ST. © CHICAGO 6, ILLINOIS 





Keep off the thin ice of second rate typesetting. 
Specify Service Typographers for all your ads 
and promotion pieces. Make your goal the 

very best type impression and let Service 

help you achieve it. 








Give it a Chance / 
‘> Here is the one ort and layout service 


that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ eo to cover mailing 

“== cost brings you 
— The Complete Current Issue 
This issve is yours to use and keep, with no 
strings attached — our way of saying “try it 
and benefit’. No obligation. No salesman. 


“ Co K Due to its expense, this opportunity must 
“a 4+ * be limited to those who have not received 
; oA @ free issue in the last six months. i 

‘ : ; Attach one dollar to letterhead and mail today to ES 


pte) 


UGE TO) AG See Gee le m0 23 d0) TUT Tey 
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craftsman. The purpose and size of 
the job should in some measure dic- 
tate a budget. It is important, how- 
ever, to be realistic in budget 
planning, remembering that a qual- 
ity piece of work can seldom be 
obtained for less than its worth. 

After the buyer acquires a 
thorough understanding of his proj- 
ect, the right person or persons 
must be selected to do the job. 
Preliminary planning and _ under- 
standing will automatically deter- 
mine the type of talent needed. 
However, only personal judgment 
and experience can find the right 
sources. Individual artists or de- 
signers each have lesser or greater 
talents in given areas. To get the 
best job done at the proper price 
is a matter of choice rather than 
chance. 


> After selecting the right man to 
assume the graphic responsibility 
for your problem, he must be made 
entirely familiar with the job’s func- 
tion and purpose. Again only prop- 
er advance planning can make this 
possible. Time spent in the commu- 
nication stage of the job will elim- 
inate costly errors of misunder- 
standing later. 

Most important, price should be 
discussed. The taboo on price esti- 
mates has been removed for a long 
time. Do not try to determine the 
exact price but rather settle on a 
price “around.” Incidentally, this is 
the best time to find out why a job 
will cost the stated amount. If your 
advance preparation is not adequate 
now is the time to go back and get 
more of the necessary facts. 


> Time, of course, is an important 
variable in cost. If the job must 
be done overnight, obviously the 
cost must be higher than a job which 
is allowed more hours or days for 
completion. The best way to elimi- 
nate the crash program is planning. 
When discussing the job with the 
artist or designer, inform him of 
your completed deadline date. 

From this date work backwards, 
allowing sufficient time for the job 
to reach those for whom it was pre- 
pared. Determine how long it will 
take to print the job. Then set a 
deadline for finished art or photog- 
raphy and finally a date for layout 
approval. This advanced planning 
provides a workable timetable for 
all concerned. 


> Clearly, the responsibility for good 
work on time and at the right price 
is the responsibility of the buyer. 
Good communications and advance 
planning are the only positive ways 
to eliminate the misunderstood 
crimes of “artistic robbery.” 44 
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Carpets and a Lamb . Two of the ads, which appeared in the draping of the wool carpets contrast with the costume of 


full color, are typical of the way in which the lovely colors and 


the model and the soft whiteness of the six-week-old lamb. 


When a Lamb is a Model 


Using an animal as part of an advertising photo 
creates problems for everybody, but the results are 


often worth the trouble. 


By William R. Galbraith 
President 

Galbraith Hoffman Inc 
New York, N. Y 


Five years ago, Galbraith-Hoff- 
man Inc. began putting together an 
advertising program for Archibald 
Holmes & Sons, weavers of fine all- 
wool wilton carpets since 1857. Our 
first step was to create an effect that 
would eliminate the look of “same- 
ness” which was prevalent in the 
advertising campaigns being pro- 
duced by most major carpet ad- 
vertisers. At the same time, we real- 
ized the importance of establishing 
an unforgettable identity for the 
company and its product, as well as 
the need of reflecting with visual 
force its “wool” story. 

The latter was of particular sig- 
nificance since it is an established 


fact that wool is the best all-around 
fiber for carpets—it gives a lush, 
springy texture, takes color exceed- 
ingly well, and will stand up to 
long wear and keep its good looks. 
To give the Holmes advertising 
a “different” look, we treated the 
carpet visually as though it were a 
decorating fabric—arranging huge 
swatches of the carpeting in deep 
rich folds and drapes, emphasizing 
its sumptuous “hand” and texture. 
A beautiful model in white “de- 
signer” clothes was introduced to 
lend a further touch of elegance and 
provide a pleasing symbol with 
which the housewife (the major 
“target” of our advertising) could 
establish identity. But so far, we 
had not quite achieved the “full” 
picture. 
> Our 


research department was 


Impatient Lamb . . . The lamb doesn’t 
always want to stay put, although the 
model is used to standing, waiting and 
being made ready for the camera. 
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. MODEL J & HW VISUALIZERS. For 
copy of objects. Image instantly 
projected on tissue of @risto! 
Board. Enlarging of reducing by 
calibrated dials in seconds 4 
times enlargement of reduction 
ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area Floor 
space only 27°29", height 43” 
4 times enlargement of reduc 
tion 
CROMWELL ANGLE VISUALIZER 
Small, compact, only 21” x 37 
floor space, yet combines ali im 
portant features of larger mode! 
400% enlargement of reduction 
COROMET DESK TOP VISUALIZER 
Fits on top of desk. Easily port 
adie. Work area 10°212". 4 times 
enlargement of reduction 


VISUALIZERS FROM $177 UP 


Send for Catalog G 
LACEY-LUC! PRODUCTS, INC 
3) Central Ave. * Nework 2, W. J 
DEALERS: Choice Territories Open 


ATTENTION 


GETTERS! 
DOUG MACK’S 
ld aoe 


Hundreds available 
Exclusive use 
eae lala: 

DOUGLAS MACK 


PET ese ee 
Francisco 14, Calif. 





COMPLETE PRINTING SERVICE 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 


Phone HArrison 7-1811 
Universal Loose Leaf Mfg. Co. 


161 W. Harrison St. 


Chicago 5, lil. 


EVERY STYLE 


in oun Film Lettering Library 


STILL ONLY 


SO+¢ 


A WORD 


Order by name from 
specimen book sent 
on receipt of 25¢ 


Mailings thruout USA 


FLEXO-LETTERING CO., INC. 


305 —. 46 ST. N.Y 


AR’s 
22,000 Circulation 
is Hand-Picked for 


Buying Power 


17 © PL 3-4943 


Nowhere else can you get such 


coverage, so carefully tailored 


and so precisely directed to 


buyers of advertising services, 


materials, equipment supplies. 


Get in 
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Anxious Group 

There are a lot of 

details that must 

be watched, and 

the admen, as well 

as photographer 

Lionel Freedman, wait 
for just the moment. a 


aware of the fact that more and 
more animals, ranging from tame 
pussy cats to fierce-looking lions, 
were being employed, not only as 
performers in the entertainment 
world, but also as models in na- 
tional advertising to promote every- 
thing from women’s hosiery and 
handbags to blankets, brokerage 
houses and liquor. 

Animal “talent agencies” had on 
hand animals of every variety to 
aid ad agencies in getting more 
novelty into their ads. Rented ani- 
mals were being engaged to handle 
many different tasks. For example, 
Brother Von Dess, a Russian wolf- 
hound, was paid for the pleasure of 
posing for a picture with screen star 
Marilyn Monroe in Life. Sato, a 750- 
pound lion, had attended a busi- 
ness meeting of a magazine pub- 
lisher as part of a promotional stunt. 
We, ourselves, had successfully used 
a Siamese cat, Jester, to promote 
the products of Plummer Ltd., a 
New York specialty store that sells 
fine china and glassware. Jester 
developed into a real trouper and 
went on to receive plaudits as a 
star in the movie “Bell, Book and 
Candle.” 


> Deciding to try this approach 
again, we had only to agree on the 
kind of animal that would best 
typify the product we were adver- 
tising. There was only one answer 
—we would use a small, live, woolly 
white lamb. 

Soon we were turning out full 
page, four-color ads showing our 
white-gowned model holding a 
lamb on a rhinestone leash. Ani- 
mals are second only to babies for 
attention-getting value and our 
little lamb quickly proved itself a 
sensation in garnering readership 
for the ads, and establishing prod- 
uct content, quality and identity. 

But there were problems—some- 
times so overwhelming as to ap- 
pear almost insurmountable. We 
learned that the ideal age for a 


photogenic lamb is six weeks. Since 
new ads are continually produced 
throughout the year, it was impossi- 
ble to use the same lamb for each 
ad. Therefore, our young “model” 
had to be rented at the impressive 
fee of $40 per session, although we 
could have tossed in another $20 and 
purchased a similar one outright! 

However, our lambs must be pro- 
fessionals; they are supplied by a 
“talent” agency that specializes in 
providing everything from aardvarks 
to zebras for the intrepid agencies 
that have need of them. 


> Feeding and its results created 
other problems we hadn’t counted 
on. Generally the lamb is fed a 
hearty meal directly before shoot- 
ing. This accomplishes two things. 
The food induces a general state of 
torpor and cuts down on friski- 
ness. And if the timing is right, time 
of digestion generally reduces the 
danger of unexpected calls of na- 
ture. Unfortunately, the lamb does 
not always operate on this premise. 

Before going before the cameras, 
the lamb is put through a beauty 
routine that would make even Hel- 
ena Rubenstein proud. He (or she) 
must be thoroughly washed and 
bleached, then carefully combed 
and brushed to make the most of 
the fine soft wool which covers 
him (or her). Some pallid lashes 
and a not-quite black muzzle re- 
ceive the benefits of cosmetics. Small 
hooves are lacquered. After such 
an afternoon of fuss and attention 
one lamb became so star-struck it 
was ruined forever afterward for 
the prosaic life of an ordinary sheep. 


> A typical shooting scene usually 
goes something like this: in photog- 
rapher Lionel Freedman’s caver- 
nous studio, draped floor to ceiling 
with thick-piled carpeting, are as- 
sembled the harassed Lionel and 
assorted assistants; one aloof model 
in perishable white satin; an as- 
semblage of nervous account men; 





one high-strung animal trainer; and 
one gamboling lamb. 

Mr. Freedman busies himself re- 
arranging the carpets, fidgets with 
the lights, arranges the bored mod- 
el into a langorous, if back-break- 
ing pose, with the shampooed lamb 
in cute juxtaposition. Hidden in the 
folds of the carpet is the trainer, 
cooing and wheedling and making 
noises recognizable only to herself 
and, presumably, the lamb. 

“Everybody ready?” asks Lionel, 
sotto voce, with an uneasy glance 
at the star of the act. “Okeh, let’s 
shoot!” 


> There is a swift click of shutters, 
followed by audible groans. The 
lamb has moved! The same scene is 
repeated six more times, still with- 
out the desired effect. Again the 
model assumes her pose, the lamb 
comes demurely to attention, then 
bleats piteously. The model giggles. 
Another frame ruined. 

“Try it just once more,” 
poor Freedman. Lights! 
Action! 

“Oh no!” groans one of the ac- 
count men. “And on the pale blue 
carpet, too!” 

It takes time and the patience of 
Job, but for all the nuisance the 
lamb can be, it has proven so effec- 
tive that Holmes has insisted on its 
use for nearly five years. The lamb 
has become permanently associated 
with the company, with results that 
speak for themselves. 

The lamb is used in promotional 
efforts, too, although not in the 
woolly flesh. Small stuffed replicas 
of the live model were an _ in- 
stantaneous hit at a recent sales 
convention. 44 


pleads 
Camera! 


Washington Firm Markets 
Aerosol Spray Adhesive 


Spray-Mount, an aerosol spray 
photo and art adhesive, is being 
marketed by Strauss Photo Techni- 
cal Service Inc., 930 F St., NW 
Washington. 

According to Strauss, the product 
“replaces both the performance li- 
abilities and the awkward methoa- 
ology of the conventional ‘tissue’ 
dry-mounting method with a spray- 
on adhesive; it remains transparent, 
flexible and water-proof indefinite- 
ly.” 

It is designed for adherence of 
photographs, art reproductions or 
drawings and will bond to glass, 
paper, leather, wood or metal. The 
company also recommends its use 
for montage work. 

An eight ounce can of Spray- 
Mount retails for $1.59. 44 


Radiant Brochure Lists 
Coating and Ink Products 


An eight-page brochure listing 
and describing the silkscreen inks, 
bulletin colors, quick-spray colors, 
opaque water colors, aircraft and 
safety finishes produced by the Radi- 
ant Color Co., Oakland, Cal., has 
been issued by the company. 

The brochure also suggests uses 
for these products in advertising, 
merchandising, hobbies, military, 
public safety, conservation and in- 
dustry. 

Copies are available. 

- for more details circle 103, page 123 


Bob and Lee Associates 
Offer Samples of Work 


A miniature portfolio of art sam- 
ples of Bob and Lee Associates, 
New York, has been prepared by 
the firm. 

Samples include artwork cata- 
logs, brochures, booklet, fliers, 
magazine ads, newspaper ads, sta- 
tionery, tags and labels. 

Copies of the miniature portfolio 
are available. 

. for more details circle 104, page 123 


Midwest Issues Folio 
On Uses of Glossy Pix 


Midwest Photos, Omaha, Neb., 
has issued a folio showing how its 
glossy photos can be used in direct 
mail selling, salesman’s portfolio, 
fan mail, catalog sheets and other 
mass uses. 

The folio quotes prices for 4x5’, 
5x7”, and 8x10” glossy photos and 
also for postcards in quantities up 
to 5,000. 

Copies are available 


- for more details circle 105, page 123 
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One for Two . . . Duplicating the work 
of the wire staple and the thumb tack is 
Auto-Tak, made in Cuyahoga Falls, 
Ohio. The gun not only inserts the 
staple-tacks, but it removes them as well 
and stores them for further use. Each 
unit holds 80-100 steel staple tacks. 








GLOSSY PHOTOS 


IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


oh 
8x10 GLOSSY PHOTOS 


Co negatives of your ints, $1.65 
-— = ve. Samples, — sizes, 
prices on request. 

MAJOR PHOTO Co. 
Commercial Photographers 
116-118 W. Ohio St, * Chicago 10, Iilinols 
Dept. J-1 @ Telephone: Michigan 2-5651 





TIPS ON HANSONTYPES 
Solid-Copper Duplicates 
of Process Originals 
for Publication Molding 
Leading color advertisers and 
national publications 
recognize the high quality of 
Hansontypes ... are regular 
users of Hansontypes. Tips 


On Hansontypes gives you 
basic information on this 


fast, money-saving method of 
duplicating process originals. 
Free upon request. Write. 


HANSON COMPANY 
9th and Sansom Sts., Phila. 7 WAlInut 2-5567 


a 
The PROGRESS + HANSON + PROGRESSIVE Group 


One of America's Most Complete 
Graphic Arts Organizations 
Philadelphia + New York + Newark + Lancaster 
Wilmington + Baltimore - Washington + Richmond 
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One of the high spots of the DMAA conven- 
tion at Miami Beach was a presentation by 
Sylvia Simmons, Young & Rubicam, and 
Joan Throckmorton, Sports Illustrated, 
themselves bright spots in the field of di- 


— The Year's 
Brightest Direct Mail Ideas 





Capitalize on the Current Interest in Art . . . More people today than ever before own 
works of art — and actually paint and sculpt and dabble themselves. In a_ field where 
direct mail is certainly no novelty, the pharmaceutical field, Abbott Laboratories be- 
lieved that doctors might not only appreciate art; they might also appreciate having 
additional art pieces for use in their waiting rooms. So this campaign, sent to doctors, 
uses reproductions of paintings, suitable for framing. On the reverse side of each piece 
was the brief commercial message 
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As direct mail becomes more and 
more a part of an integrated pro- 
gram, it is no longer enough to slap 
something down on paper and con- 
sign it to the hands of the post 
office. 

This was probably never true, in 
as bald terms as these, but a look at 
the mail of any executive or con- 
sumer indicates how stiff the com- 
petition is getting. 

It takes a sound selling idea to 
get across a message, to make your 
mailing piece stand out from the 
crowd. The idea may be in copy, 
may be in art or design, or it may be 
in production. But whatever its ori- 
gin, it must be clever to gain atten- 
tion, skillful to hold attention, and 
pertinent to provoke the desired ac- 
tion. 

Each of the pieces shown here, a 
small part of the full presentation at 
the DMAA meeting, has one or 
more of these factors. In black and 
white they lose some of the effec- 
tiveness of the color slides, but the 
bright idea, the new approach, the 
selling touch, still comes through. 

This is one measure of the effec- 
tiveness of good direct mail. It is 
almost impossible to subdue its mes- 
sage. 

Here is something to think on, to 
consider, to borrow and to improve. 
More mailing power to you! 


Use Humor .. . especially to people who 
don’t get it often in their mail. Westing- 
house sent out a collection of cartoons 
centered around the office water cooler 
Only the center spread of this 12-page 
booklet had a selling message. But the 
readership was excellent, doing more 
good than a hard-sell 12-page booklet 
could possibly have done — not to count 
the pleasant feeling rubbed onto the 
product image 





C) = tee Ol a 
WEEDS 


GET iT HERE! 


Make Your Mail Do Double Duty and at the same time, 
give the recipient something useful. One side of this folded 
leaflet has all the dealer selling copy; the other side unfolds 
to a window streamer which is consumer-oriented, and which 
the retailer can use productively by putting it in his window 
to help move a seasonal product 


WE CAN HPARE A 


© Thy Can Aeame THe Te TO 
SMO OURSOS FOUR DEALERS YO OwTTEH 
motOmars "Oo COLneM 80RD BHTRAY 


wrcmuee 


Enclose Something All the Recipients Want . 


Let the Product Tell Its Own Story . If you have a product 
that can speak for itself through the mail, let it do so. Here 
Mead Envelopes tells its whole story on the envelope itself, 
with the only enclosure being another type of Mead envelope 
If one picture is worth a thousand words, one product in the 
mail is probably worth 10,000 words 


and you just can’t beat money! This six-piece 


campaign was used by Esso to get their own salesmen enthusiastic about Golden Esso. Each mailing 
had a little more money, and each had a headline that tied in with the specific coin used. All 
the mailings and their envelopes were gold, to emphasize the fact that it was Golden Esso that was 
the object of the whole campaign. Do you think anybody threw away one of these letters? 


Whatever is Popular, and in Current Vogue, has within it the 
Seeds of a Creative Approach 
ten mailings, half to Mennen Co. salesmen, half to their 
wives, based on the current fad for sophisticated greeting 
cards. All were designed to put more power behind a sales con- 


test, and used tiny gimmicks and hep language, just like the 
current studio cards 


. . This is a campaign that had 


continued on page 74 
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PLAN ANOTHER 
PROMOTION UNTIL 
YOU'VE READ THE 


A dynamic and different approach to product 
merchandising, distributor and dealer ‘e 
tions. Plastichrome, winners of the Lithog- 
raphers National Association Aword for 7 
straight yeors, offer you top quality, full 
natural color postcards, catalog sheets, broad- 
sides ahd mailers. Hundreds of successful 
campaigns hove been built around low cost 
(less thon lc each) high qual Plastichrome 
products ond dependable service. 

Get the Plastichrome story — SEND FOR 
FREE MERCHANDISING IDEA KIT today! 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Mass. 


BRODIE’S “FAMILIAR QUOTATIONS” 


4 friend in need 
is a pain in the neck. 
MRS. PATRICIA KONOPACKE 


ADVERTISING SERVICE 
weit See 
, tool 


mailing 
aq * Printing * 
© Mimeogranhi*e mechonical Addressing 


Vv 
1 SOUTH WABASH A S 
oon end Resourceful Service 


pyitigranhine 


adérening * 
inserting Mechines 


Piete Cviting * 


* Complete Me Compaient 
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A SAMPLE OF ECHO SHIN ENCLOSED 


rowel TIMF 27 
Sihap me grt en 8 
fem wee 


Take Advantage of immediacy . . . A mailing for ‘Time’ took advantage of the ex- 


citement of Echo by attaching an actual piece of the balloon to the letterhead, and 
permitting it to show through the die-cut on the envelope. The letter describes the 
skin and its uses, and then continues: ‘‘how much significance a news event like 


Project Echo’ has for you depends in turn on how much insight you bring to it. That's 
where TIME helps you : 


Sample with a Unique Format . . . This mailing, for Glen of Michigan, used a metal 
paintbox to carry swatches of its product to department store buyers and to introduce 
a new designer and his line. Each compartment held a different sample of the new 
materials; the triangular brush wiper at the bottom is a larger piece of one particular 
fabric, to give buyer the feel of the goods. The brochure, which includes portraits of the 
new clothes, as well as information for ordering, fits inside the paintbox 





STOP 
BUYING 
ENVELOPES 


ec 


Use Mail to Make a Personal Presentation . . . A mailing for the Chester Gore Adver- 
tising Agency solved the problem of telling every prospect just who the agency’ was, 
what accounts it handled, and what kind of work it did. The agency story starts on the 
front cover, runs over onto the flaps, and ends on the back with the address and phone | Whether you sign purchase or- 
number. The client list is on a simple slip of paper, which can be changed as needed. | ders or business letters, you've got 


j ‘ a big stake in the envelopes your 
The pockets hold a selection of the agency’s work, chosen to appeal to the specific company uses. y 
prospect. 


Why is envelope buying so im- 
portant? Because getting the right 
envelope can make a big dollar- 
difference in the operation of a 
business. 


The right envelope is right in qual- 
ity, design, construction and tai- 
lored to its job. It performs without 
waste! No stuck flaps or windows. 
Trouble-free inserting. Jam-free me- 
tering. Speedier mail room han- 
dling right down the line. 


How to select the right envelopes? 
Get in touch with your Tension rep- 
resentative. He’s a specialist, with 
the accumulated know-how of thou- 
sands of envelope problems eco- 
nomically solved. His time costs 


you nothing. His advice can pay 
you well. 


Want new envelope ideas? Send for 
FREE Idea Kit. 


| TENSION ENVELOPE Corp. 
815 East 19th Street 
| Kansas City 8, Missouri 
Kansas City @ St. Louis @ Ft. Worth @ Memphis 
Minneapolis @ Des Moines @ So. Hackensack 


Use Graphic Techniques in an Exciting Manner .. . A booklet for ‘’Fortune’’ 
type, photography, color, texture, art, die-cuts and what-have-you to produce a btend | nelon Eaveteee Co 
that expresses a single unified idea: ‘“Whot advertising in Fortune can do for you. 


combines 
Tension Envelope Corp. 


Kansas City 8, Mo. 
For the sophisticated Fortune advertiser it’s more entertaining —- and more effective 


Please send me Envelope idea Kit No. 4 
— than a singing commercial. And the story will hang around longer, and be seen by 
more people, simply because few people would feel like tossing a work of art like this 
Name 
in the waste basket. 


Company. 


continued on page 76 I en erentnninririnorrnemnnaen 
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Ist CLASS POSTAGE for 
3rd CLASS PT Tai sitet 
6 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 





23,000 HIGH SCHOOLS 


Names and addresses on addressograph 
plates 

Available for addressing 

your direct-mail promotions. 
For complete details, write, wire or 
phone .. 


SPECIAL CORRESPONDENTS, INC. 


230 East Ohio Street Chicago 11, Illinois 
DElaware 7-1065 


MAILING LISTS 

We use these ourselves — they must be 
good — we are not brokers — lists cleaned 
monthly on addressed labels, $15 per M. 
50M Auto dealers by makes, 42M Leading 
Insurance Agencies, 36M Certified Public 
Accountants, 12M Leading Optometrists 
5M Building and Loans, 8M Banks in Cities 
over 10M Pop. 

Box 46 . . . Advertising Requirements, 
200 E. Illinois St., Chicago 11, fil. 


CUT YOUR 1!196I 
INCOME TAX § 


BY PROVING WHAT 
YOU SPEND! 


The Government's new crackdown 

on BUSINESS, ENTERTAINMENT G 

TRAVEL expenses requires taxpayers 

to PROVE these deductions. 

This booklet gives PROOF plus RECORD and BOOK- 
KEEPING — all in ONE! Pocket-size year's supply 
of 20 booklets only $2.98 ppd. Money-back guar- 
antee. ideal give-a-way. (Also available for retail 
and wholesale distribution.) 


To: The PROOV-IT Co., Box 1468, 
Greenwood Sta., Seattle 3, Wash 


Enclosed find $2.98 (Check, MO.) 
Mail 20 PROOV-IT booklets to 
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Use the Envelope to Add Excitement . . . In this mailing, about a picture 
book on America, you’re into the message even before you open the en- 
velope. Through a specially-shaped die-cut in the face of the envelope, 
you see full-color art of a portion of the vast American wilderness. Copy 
on the envelope draws you inside with the line ‘“An America you've 
never seen before sits for its portrait INSIDE “The brochure and 
letter can take it from there 


Be Different and Pick up Atmosphere . . . This mailing from DePinna, 
an exclusive department store, managed to be different from the pieces 
being sent out by its competitors by adapting the format of the friendly 
“Old Farmer's Almanac.’ Originally in green and black, it has an early 
American charm that tied in well with the character of the store 





A birthday sale can be dull, but when 
you tie it in with the Winter Olympics and skiing, 


you can add excitement with little cost. 


How does a firm do something 
original, yet timely, in connection 
with a birthday sale? How do the 
advertising people get away from 
the hackneyed birthday cake and 
candle art and the ornate or an- 
tique lettering designating that the 
firm is celebrating another year in 
business? The H. A. Johnson Co., 
83-year-old Boston food manufac- 
turer and distributor, looked into 
several potentials before coming up 
with a solution to the problem that 
has proven economical, effective, 
interesting, and profitable. 

Marketing Manager Morgan Mar- 
shall and Advertising Manager 
Gordon Hawes sold the five-man 
products committee the idea of 
tying in with all the ski news com- 
ing out of Squaw Valley. With the 
Winter Olympics receiving such 
outstanding coverage on tv for the 
first time, and ski terms being 
integrated into the language by 
Americans for the first time during 
February, the timing was excellent 
for such a promotion. 

The idea was sold on the basis 
of a three-piece layout job in rough 
done by the advertising dept., one 
piece to be a direct mail circular 
to the trade and the other two to 
be timed mailings to the 45-man 
sales force with selected tip-ons 
featuring the birthday winter carni- 
val theme. 


¢ 


Each product manager was to 
select specific items from his lines 
that needed either a shot in the 
arm with the trade or an intro- 
ductory promotional pitch. Several 
suppliers, for whom the Johnson 
firm acts as distributor, were happy 
to cooperate in the event. 


> Since the mailing piece was a 
short run printing, it was decided 
that production costs be kept to a 
minimum. Next problem — now 
that the winter carnival theme is 
to be used, how can you use it? 
Just to portray skiers in various 
states of action and inaction does 
nothing but add atmosphere. 

Then the latest meeting of the 
Region One AFA had a speaker on 
direct mail who said, “Direct mail 
has got to do something besides 
sell. It’s got to entertain or inform. 
Cartoon treatment is good or bits 
of interesting information that are 
hard to get elsewhere.” This con- 
vention note was applied to the 
Carnival campaign. 

It was decided to scatter the mail- 
ing piece liberally with popular ski 
terms and tie in the meanings with 
selling phrases. “Use the people 
you have in your organization” say 
the experts, so ardent skiers Don- 
ald Lang of the accounting deptart- 
ment and Robert Stewart, sales 
analyst, were consulted on the 


Using Winter Sports 
to Promote Winter Sales 


terminology. They came up with 
some real goodies like slalom, 
traverse, herringbone, mogels, fall 
line and others. Each term used 
was asterisked and explained in a 
footnote, but always tied to the 
selling message. 

For example, the clip-out return 
order on the back page of the cir- 
cular shows a gal skier sitting on 
her rusty dusty and the order copy 


IT© HERE/ 
MARCH /-3/ 


Our Bie Burmpay 
WnTER CARNIVAL 
De Vatues/ 


IMPORTANT INFORMATION 
c 


will be 


The mailing piece thet wil! ge out will be is your customers’ hands the 
tn March - and remember the sale prices, while the merchandise 
affect (he whole month of March 


ATTENTION WEW YORK SALESMEN - All prices given in the circular 
are delivered Lome 2 prices, These prices will apply, and customers in Zone 3 
11 benefit Bwould have been too complicated amd confusing to list both Lome t 


1 accounts ordering any merchambiee offered (n thie oais 
inform your sccousted thie fact and make out your orders 


L WINTER CARNIVAL MERCHANDISE IS SUBJECT TO BEING UNSOLD- 
Some of these items we may run out of very quidhly, #0 ection ie of the 
OUR POLICIES ON MINIMUM SHIPMENTS WILL APPLY DURING THIS SALE 


As IBM CHECK will be rus om these iteme by saitemen 
ater thie sale ls over. Let's see how well you can do. 


the epring in s big way for ali of ee, For 


im your 
L om Hs 4 
race Mewes 


Advertioing Mgr. 


Simplicity Itself . . . The announcement 
was produced on the mimeograph, and 
gave salesmen the facts on the promo- 
tion. A touch of originality was given by 
tipping on a red felt skier. 
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se eee iad melt 
BUSINESS FOR OVER 30 YEARS 


Call Wabash 2-8655 for 
LETTER & MAILING 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
Curate services 


Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Coll Wabash 2-8655 and Just Ask For Marie 


a Lier Ht hw 


431 SouTH DEARBORN STREET 
Cuicaco 5, Itt WABASH 2-8655 


NMR maT ju 


rit by 


SCR Cr ee "ists th job 
RADIANT COLOR CO. 
830 Isabella St.. Oakland 7, Calif 


461 W. Erie St., Chicago 10, Illinois 
249 W. 29th St., New York 1, New York 


{ ‘ + n 
t yi ( 
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sini cia 
LiKE A* SCHUSS-BOOMER 


*A daring and intrepid skier 
on these birthday “buys”! 
Real Old-Fashioned *Telemarks” 


(*An old-style turn mode with one knee 
possible with today's skis because of the type 
bindings used.) 


or ask your JOHNSON “SKI MEISTER 
THE MERCHANDISE TO YOUR REGULAR ORDER 


Sprinkled with Ski Talk . . 


i 


& 


—— 


(hole in the snow made by a fall) 
Fasten your *“LONG-THONGS” and take oil. 


(*Raw-hide lace that ties around ankles and 
holds skis to feet.) 


COMPLETE THIS ©) MAIL 
nm) TO ADD 


Code No. Quantity Price 





. The back of the folder, which contained the order biank, 


held a number of ski words worked into the copy. Each was given its simple explana- 
tion, although the translation of ‘Ski Meister’’ as ‘’Salesman’’ might raise some doubts 


reads “Don’t make a ‘SITZMARK’ 
(hole in the snow made by a fall). 
Fasten your ‘LONG-THONGS’ and 
take off (Raw hide lace that ties 
around ankles and holds skis to 
feet). COMPLETE THIS ORDER 
FORM AND MAIL.” 

Admittedly not brilliant copy, but 
different and off-beat enough and 
interesting enough to SELL. The 
sales force to a man (and they are 
still the best friends an advertising 
manager ever had) were high on 
this type of promotion, even pre- 
ferred it to two color and process 
work turned out earlier. 


> The actual production of the 
printed piece itself and the sales 
promotion sheets necessitated going 
to the idea file, and this is not a 
fictional entity in the Johnson Co. 
Several sources of supply were em- 
ployed in the 3-piece promotion. 

The four-page ski folder was 
done by letterpress on a flat bed 
Miehle. So much type appeared in 
the piece and so many changes 
were made between first copies and 
final type (three items were lifted 
the day the job was locked up) that 
letterpress was the best method to 
use. Boston Printing Co. did the 
printing. 

The ski art and headline hand- 
lettering were taken from a kit of 
stock art put out by the Speirs 


Corp., Vero Beach, Fla. 

The 83rd birthday lettering in the 
headline is from the Clipbook of 
Hand Lettering from Volk Corp., 
Pleasantville, N. J. 


> Two tip-ons were used for the 
two sales promotion bulletins sent 
out to the sales force. These were 
selected from the catalog of The 
Hewig Co., 45 W. 45th St., New 
York City. Extras were distributed 
around the home office and sent 
out to salesmen’s families to ignite 
a little blaze before the sale got off 
the ground. 

Here is a promotion that is tailor- 
made for the moderately or av- 
erage-sized budget. It is something 
that any firm using a little imagina- 
tion and ingenuity can perform 
without a lot of “consulting” ex- 
pense. Anyone who is anticipating 
doing so or has it coming up an- 
nually should explore the timely 
themes that can be worked into a 
birthday event. Cakes and candies 
are nice on the party table, but it 
just ain’t news to anybody that a 
firm is another year older. If you 
want the big fish you’ve got to 
give ’em bait they’ll eat, goes the 
old saying. 

And one more point of interest 

- although the H. A. Johnson Co. 
has been supplying bakers, ice 
cream manufacturers, hotels, res- 





“At Bon Ami, Ad Requirements is 
as valuable as an additional man” 


says JOHN J. SHAW 
Vice-President / Marketing 


The Bon Ami Company, Inc. 


Mr. Shaw and The Bon Ami Company are 
typical of the advertising-sales promotion pro- 
fessionals and important buyers of advertising 
products and services you reach in the pages 
of Advertising Requirements. 


Manufacturer of household products and clean- 
ing aids, the 75-year-old Bon Ami concern 
operates eight U.S. factories and uses 70 brokers 
to distribute its products to grocery outlets. In 
addition to a $1,000,000 budget for space and 
broadcast advertising, the company allocates 
$100,000 annually for a diversified promotion 
program designed not only to enhance con- 
sumer sales but also to inform and stimulate 
brokers and retailers. The program includes 
printed materials such as brochures, shelf talk- 
ers, and point-of-purchase posters, as well as 
prizes for brokers’ sales contests, dealer-load 
premiums to encourage display activity in 
stores and self-liquidating consumer premiums. 


Mr. Shaw joined Bon Ami as sales promotion 
manager in 1956, coming from a six-year stint 
in a similar position at Durkee Famous Foods. 
He was advanced to the post of advertising 
manager the following year and named vice- 
president for marketing early in 1959. 


Advertising 
Requirements 


Ideabook of Advertising & Sales Promotion 


PRINTING PAPER & PLATEMAKING + DIRECT ADVERTISING ~ 

LAYOUT & TYPOGRAPHY + AUDIO & VISUAL AIDS + SHOWS & 

EXHIBITS - SIGNS & DISPLAYS + PACKAGING & LABELING + ART & 
PHOTOGRAPHY + PREMIUMS, PRIZES & SPECIALTIES 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 


“We double in brass in our department—handling advertising, merchandising 
and promotion activities. As a consequence we lean heavily on proven, produc- 
tive sources of basic information. Ad Requirements has thus become a very 


important adjunct to our entire staff.” 


“However, AR is not merely a source 
—it is a decided resource, because 
we frequently find ideas that with 
modification can successfully be ap- 
plied to such Bon Ami promotion 
interests as premiums, labels and 
point-of-purchase materials.” 


“Competition for our reading time, and 
that of all executives, is constantly in- 
creasing. However, we make it a prac- 
tice, whenever we run across an item 
of broad interest in AR, to make a note 
of it and circulate the copy to other 
promotion-buying personnel.” 


January 1961 - aa « 79 





FREE! 


“HOW TO” 
FOLDER 


... Gives 

elaetailael 

ideas and 
suggestions 

iio] me bail ti ha wet t medi 


LEYSE ALUMINUM 


PV aR eb 


for « SALES PROMOTIONS 
e TRADE TOKENS 
te IAA eT 8 00) 982 4, 18) 
* GRAND OPENING AND 
OPEN HOUSE SOUVENIRS 
e TOURIST NOVELTIES 
e SPECIAL KEY CHAINS 


New, thought stimulating brochure tells 
how to put Leyse’s advertising COINS to 
work for you. Low in cost — yet high in 
value, they are practically unlimited in 
scope and provide a constant reminder of 
your product or organization. People like 
to handle coins, so they are handled and 
seen many times! Write for your free copy 
of this helpful brochure today—Dept. AC. 


ws 3 ALUMINUM COMPANY 


KEWAUNEE, WISCONSIN 


MONE Y 
and 


HISTORICAL 
DOCUMENTS 


Antiqued Reproductions 


Money is magic! You can capture the 
impact wer of banknotes, and help push 
your sales by means of our replicas. Avail- 
able at only 1¢ each, although the originals 
cost up to $7.00 each. Use money as direct 
mail enclosures, as promotion gimmicks, as 
convention give-aways. Use imprinted money 
instead of calling cards as ‘‘door-openers’’ 
and ‘‘conversation’’ pieces. 


They Do a Terrific Selling Job 


Just as banknotes are packed with power 
for action, so are historical documents filled 
with the romance of soft-sell. Wonderful 
for public relations, anniversaries, as gifts, 
as premiums, as direct mail units. 


The Documents and Money Have The 
LOOK AND FEEL OF ORIGINALS 
Hundreds of Years Old! 


Varieties include 37 different banknotes 
(Confederate, Colonial, Texas & New York). 
12 diff. Ben Franklin expressions; 300 differ- 
ent historical documents as the Declaration 
of Independence, Bill of Rights, Constitu- 
tion, Gettysburg Address; etc. 


Your Choice: Two money samples free on 
request; or 25 varied documents & money 


for $1.00 prepaid (refunded if not satis- 
fied). Quantity price list included. 


HISTORICAL DOCUMENTS CO. 
Dept. A @ 8 N. Preston St. 
Philadelphia 4, Pa. 
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taurants, schools, institutions and 
other wholesale buyers with a ma- 
jority of their food and equipment 
needs for the past 83 years, this 
particular promotion showed not 
one illustration of a food product 
or a can of food of any description 
— yet it was one of the most 
effective pieces of advertising ever 
turned out by the firm. Perhaps 
your customers are also tired of 
seeing pictures of the products they 
use every day? 


>» The cost of the promotion breaks 
down like this: 


Four page circular printed 
by letter-press blue ink 
on white 60 lb. unfinished 
stock 6M run. Includes 
composition 
2-halftones, 2 line plates 
skiers and winter scenes, 
stock cuts 10.50 
Line art of skiers in ac- 
tion 5.00 
5 line plates 2 halftones 
made by local engraver 66.00 
Tip-ons of felt skier and 
plastic birthday cake 3.75 
Postage (third class bulk) 120.00 
TOTAL COST $478.75 


$273.50 


Friden Booklet Covers 
Major Processing Methods 


A comprehensive booklet cover- 
ing over a dozen major data proc- 
essing systems has been published 
by Friden Inc. 

Entitled “Friden IDP Products in 
Action,” the 28-page booklet is con- 
fined to those systems which are 
controlled automatically by the com- 
pany’s business machines. 

Among the Friden machines and 
systems covered in the booklet are 
the Flexowriter for document writ- 
ing, the Computyper for invoicing, 
the Teledata for code transmission, 
the Collectadata for collecting work 
data, and the Selectadata auxiliary 
unit for data selection-readout. 

The building-block concept is al- 
so indicated, showing how various 
auxiliary input-output units can be 
connected to a Flexowriter to pro- 
vide varying degrees of automation 
as the system demands. Auxiliary 
units for this purpose include tape, 
edge card, and tab card readers; 
tape and edge card punches; tab 
card punch control; and Selectadata 
readers. 

By using step-by-step illustra- 
tions and concise explanations of 
such diversified applications as let- 
ter writing, purchasing, manufac- 


turing control, and bank check cod- 
ing it conveys the over-all possi- 
bilities open to users of this equip- 
ment. 

While this booklet is admittedly a 
selling booklet for this particular 
line of machines, it is a fine guide 
and reference book for anyone in- 
terested in exploring automation 
avenues open to him. 

- for more details circle 108, page 123 


Radstone Publishes New 
Syndicated Mailers 


Three new mailing pieces, avail- 
able with company imprint, have 
been introduced by Radstone Pub- 
lications, North Hollywood, Cal. 

While each fills a different mail- 
ing list requirement, all three use a 
general interest editorial theme. The 
three publications can be described 
as follows: 


e A compact, 36-page quarterly 
date book; 15 cartoons by Mel Mil- 
lar, quips, weekly data and note 
pages. Ad imprint on covers; 


® Monthly external, pocket-size, 16 
pages. Contents include humor, 
quips, cartoons, verse and a bio- 
graphical puzzle designed to keep 
reader interest high from issue to 
issue; 


® Jumbo cartoon-calendar card; 
cartoon illustration. Designed for 
limited budgets requiring monthly 
customer contact. Ad imprint on 
both sides. 


Samples and literature are avail- 
able. 


- for more details circle 109, page 123 


Publication Clip List 
Released By Burrelle’s 


The second edition of its trade 
and consumer publications list has 
been released by Burelle’s Press 
Clipping Bureau, New York. 

Burrelle’s service consists of read- 
ing every daily and weekly newspa- 
per in the United States, in addi- 
tion to the 2,500 business and con- 
sumer publications listed in the 
booklet. 

The publications are listed alpha- 
betically by categories and are 
coded to show the frequency of 
publication. 

Also included is a description of 
the company’s international clipping 
service in over 60 countries. 

Copies of the listing booklet are 
available. 

+ for more details circle 110, page 123 
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Money, even if it isn’t real, has charms that attract just about 
everybody. Here is how money, real and otherwise, has 
been used, and where to lay your hands on some. 


By Bette Macon 
AR Associate Editor 


The lovely clinking sounds of 
shiny coins . . . the reassuring feel 
of a crisp bill . . . this is money, 
money, money, the one product in 
constant demand the world over. 

While it may not make the world 
go ’round, it gets the population up 
in the morning and keeps them up 
in the hope of getting more. 

For the really fascinating thing 
about money is its companionable 
tendency toward other money. Gov- 
ernments notwithstanding, money 
makes money ... if the user knows 
how to handle it properly. 

And if you’re lucky enough to be 
in the exciting world of sales pro- 
motion, you don’t even need real 
money to make money. You can 
send your own advertising coins or 
bogus currency out there in the cold 
world of competition to make real 
money for you .. . if you know how 
to handle it properly. 


> And therein lies a misnomer. We 


call this sales-making fun-and- 
profit lucre “advertising money.” 
Let’s rather call it “sales promotion 
money.” 

For this is a medium that needs 
the clever, inventive ideas of your 
sales promotion department. If there 
isn’t such a department, just you, 
then put on your sales promotion 
hat when working out your plans. 

This is not a medium you can 
simply have “minted” or “printed” 
and then decide later what to do 
with it. Not if you’re going to make 
real money with it, you can’t! The 
shiniest coin in the world, the most 
interesting bogus bill will get only a 
little goodwill, and little more in- 
terest, if just given or sent out 
willy-nilly. 


> It can’t be tacked onto a program 
as an afterthought and be expected 
to bring in more results than any 
other afterthought. 

But use it as the center focus of a 
well-planned promotion and you 
can expect to hear the sweet sound 
of success in the lilting tones of 


many cash registers. 


> There seems to be no end to the 
variety of promotions that can be 
built around the use of coins and 
currency. In a recent survey, we ran 
across the following applications 
used a good many times but ap- 
parently always with outstanding 
success: 


@ Purchase motivators in which the 
coin was redeemable and good for 
“x” number of cents or dollars on a 
certain purchase. 


® Special invitations to open house 
promotions or product demonstra- 
tions 


®¢ Commemorative tokens of com- 
pany anniversaries, new store open- 
ings, new product introductions, etc. 


e Charge account plates for the 
teen-age crowd 


@ In-product premiums for the kids 


> Sales promotion money seems to 
be a prime motivator, able to move 


Premiums, Prizes & Specialties © 81 





This new full-color presentation gives 
company heads and their sales, advertis- 
ing, public relations directors and agents 
the facts behind one of the fastest ex- 
panding premium devices in America 
today. See how special ready-made, 
custom-made, and syndicated books, 
booklets, pamphlets, brochures, periodi- 
cals, folders, leaflets are successfully solv- 
ing —at modest cost—many special 
advertising, sales promotion, and good 
will problems for all kinds of business 
concerns. 

If you have such a problem or project - 
and who hasn’t—get this presentation for 
immediate or future reference. 


Write for your copy to 


PRENTICE-HALL, INC. 


Special Publications Division 


Dept. AR-161, Englewood Cliffs, N. J. 


Allocated 
Metal Fare 


FOR TRANSPORTATION 
Flat Me Vid Gi, Le 


Individually designed 

for eachcompany, M&W 

Allocated metal fare 

tokens protect against duplication 
by their exclusive design and regis- 
tered lettering and perforations. 
This is especially important with no 
Federal law protection. Can be used 
over and over. Pay for themselves 
by attracting riders and protecting 
revenue. 

Our 107 year old firm manufactures the 
following Marking Equipment: Metal 
Checks and Coins, Transportation Metal 
Fare Tokens, Tool Checks, “Official” 
Stars & Badges, Notary & Corporate 
Seals, Rubber Stamps, Dating & Num- 
bering Stamps, Stamping and Marking 
Inks and Pads, Time Stamps, Numbering 
Machines, Brass Stencils, Stencil Ma- 
chines, Money Changers and Directory 
Boards. 


Write for details and quotation 
MEYER & WENTHE wc. 


Established 1854 
30 S. Jefferson St., Chicago 6, Ill. 


its audience into participating 
whether it’s an out-and-out sales, 
contest, or response situation. 


Recognizing this, top sales pro- 
motion men and nationally known 
companies tend to gravitate toward 
its use with a specially-planned pro- 
motion, as an almost sure-thing, 
with a perennial appeal. 

The fact that the medium does 
not become tired and promotion- 
worn seems to lie in the ingenuity 
of the people using it. Some of the 
most successful promotions to earn 
dollars and publicity in recent times 
show this wide variety of applica- 
tions. 


© American Motors promoted Ram- 
bler automobiles with larger-than- 
life “silver dollars” imprinted with 
the slogan: “A Rambler Dollar Is 
A Bigger Dollar.” (Supplier: Green 
Duck) 


® Kaiser Aluminum tied-in with its 
popular Maverick tv series for an 
aluminum foil promotion. Alumi- 
num “silver dollars” were embossed 
with pictures of tv series’ stars, 
James Garner and Jack Kelly. The 
coin was called “Spin-O-Coin” for 
wagering. Copy on winning side 
read: “You Win With Kaiser Alu- 
minum Foil.” (Supplier: Green 
Duck) 


e Merita Bread and Cake built 
viewing audience, and parent ap- 
proval, for Lone Ranger program by 
offering a “Lone Ranger Peace Pa- 
trol” coin to club members who 
were saving for U.S. Savings 
Stamps. (Supplier: Leyse Alumi- 
num) 


e Blue Fox Restaurant, San Fran- 
cisco, used coins to boost the house’s 
specialty, baked cornish hen. As the 
crust was forming, a Blue Fox coin 
was put into place so that when the 
dish is served, it appears. By the 
coin number the customer can dis- 
cover how many customers before 
him have eaten this specialty dish. 
(Supplier: Leyse Aluminum) 


@ Dura-Bac Inc. used Japanese yen 
notes, left over from the American 
occupation, to make a direct mail 
campaign for belt-backing more ex- 
citing. Denominations of 5 and 10 
yen bills were pasted inside folders 
which were headlined: “Which Yen 
Makes More Cents?” (Supplier: 
Brownie Manufacturing Co.) 


Some of the most interesting pro- 
motions using this type of money, 
and the most lucrative, have been 
those sponsored by Chambers of 
Commerce. 

Probably the most outstanding, — 
although certainly not the first — 
was conducted by the Fairbanks 


Mis-Minting Makes Money 


In the “you can’t go wrong with 
coins” department, Wendell-North- 
western reports a mis-minting fluke 
that brought a certain amount of 
fame and fun to a promotion. 

In rushing an order for Hawaiian 
coins, a spelling error was made with 
the result that OAHU came out OHAU. 
The first 50,000 had already been 
shipped and circuiated when the mis- 
take was discovered and a frantic 
call put in to the supplier. 

Just before the Hari-Kari knives 
were brought out for mass suicide, 
the Hawaiian newspaper picked up 
the error and gave it delighted pub- 
licity. 

The mis-minted coins became a 
very eagerly sought item by tourists 
and residents of Hawaii as new coins 
— with correct spelling — were 
rapidly circulated. 


Chamber of Commerce during 1959. 
Using commemorative, merchandis- 
ing coins during the statehood cele- 
bration, the group built and paid for 
a $100,000 headquarters. The pro- 
motion was themed, “Own a Golden 
Dollar from Alaska” and town offi- 
cials used the “golden” coins as 
change for tourist purchases and in 
a direct mail campaign. 

The “dollars” were redeemable 
until December 31, 1959. To date 
this program has used 332,000 coins, 
and it was not until 100,000 coins 
had gone out that even one was re- 
deemed. 

Other Alaskan cities asked to get 
in on the promotion and by mid- 
December — two weeks from the 
redemption deadline — only $6,000 
had been paid out for the coins. 

Hearing about the Alaskan suc- 
cess, the Hawaiian Maui Chamber 
of Commerce decided to try the 
coins and, to date, reports success 
and satisfaction with their use of 
approximately 200,000 coins. 

The Dakota Centennial Commis- 
sion, with headquarters in Sioux 
Falls, S.D., used similar coins to 
finance the Centennial for 1961. By 
October, 1960, they had used ap- 
proximately 300,000. (Supplier: 
Wendell-Northwestern Inc.) 


> A novel twist to the same idea 
was used in the St. Petersburg, Fla., 
“Funtime Celebration.” The com- 
mittee had specially minted coins of 
specific cash redemption value scat- 
tered along the beach of the nearby 
“treasure island” which also held 
buried coins. 

The contest brought many visitors 
to the area, but since you needed a 
boat to participate in the contest, 
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The secret of fine printing is available to anyone who 
cares, because fine printing is the result of pride... 
the printer’s pride in his craft. Time and progress can- 


not improve on it —there will never be a substitute 
for it. 


Capture the best of the printer’s skill on 


PINE TREE COVER 


... outstanding papers in a multitude of colors, created 
with pride for the graphic arts buyer with an eye to 
the unusual. 

Color sells and Pine Tree Cover can turn the job with 
a one-color budget into a full color salesman for your 
product or service. 

Available in five striking colors to capture your 
creative mood. 

Suitable to every printing process. 

#90 Rose; #91 Brown; #92 Blue; #93 Green; #94 
Rainbow. Special color combinations made to order. 


ARTHUR SCHROEDER 
PAPER €0., INC. 


420 Lexington Avenue, New York 17, N.Y. 


Agents for Pejepscot Paper Co., inc. 91 years of quality, dependability and progress in paper 


This is Pine Tree Cover #92 Biue 





the committee ran another for 
“land-lubbers.” 

In this contest, coins of another 
color were sprinkled around St. 
Petersburg. Some of the coins were 
merely souvenirs, others were fe- 
deemable for cash, while still others 
could be exchanged for merchan- 
dise prizes. This particular promo- 
tion has been accepted as a per- 
manent part of the Funtime Cele- 
bration each year. (Supplier: Os- 
borne Coinage) 


> These coins, called by any number 
of names including tokens, mer- 
chandising, advertising, trade checks, 
etc., are most generally available in 
three different types of metals: 

e aluminum ... light in weight and 
normally the most economical; 


® bronze... gold-colored and heavy 
enough to give a like-real feel; 


@ nickel silver ...a bright silver 
that never dulls or tarnishes. 


These three materials offer addi- 
tional decorative possibilities such 
as “antique” in which the nickel 
silver or gold bronze has been oxi- 
dized and hand-brushed for a two- 
tone finish, and the color coins 
which are aluminum anodized in 
green, red, blue or gold. 

Most stamped from 
hand-engraved steel coining dies. 
The most popular sizes are 1”, 
13/16” and 1%” diameters. These 
sizes are usually in stock, most al- 
ways available, and generally not as 
expensive as other sizes. Generally, 
also, they will be approximately the 
same thickness as a regular U.S. 
quarter. They tend to be a little off- 
size from their real counterparts. In 
other words, a “silver” dollar, 
minted from aluminum, will be a bit 
bigger than a silver dollar. 

The coins are usually much more 
highly polished than real coins un- 
less the freshly 
minted. It is possible to have some 


coins are 


latter are very 


Coming Next Month! 


of them lacquered for tarnish re- 
sistance. 


> The quality of stamping depends, 
to a large degree, upon the suppli- 
er with whom you deal. Prices vary 
somewhat, but not as much as you 
would think considering the differ- 
ences in quality reproduction. All of 
the suppliers seem willing, even 
eager, to send samples showing the 
kind of work they do. 

They are, in general, not as eager 
to mention specific prices until they 
know your specific coin require- 
ments. And they can hardly be 
blamed. You are shopping in an 
area where the manufacturer has 
many variables with which to deal. 
Some use a little better grade of 
metal, some stamp more deeply to 
give better relief work, some will 
sell in fairly small quantities, others 
find they must ask for larger orders 
to edge over the break-even point. 

However, some suppliers. did 
quote specific prices, and from the 
variations in these, it seems that the 
lowcost aluminum coin, in quantities 
of 1,000, would probably cost be- 
tween 1/3¢ and ¢ each. This would 
be with very simple stamping in 
standard block type, however, with- 
out a picture of any kind. If you in- 
clude some of the many extras 
possible such as profiles, building 
pictures, fancy type, special finish, 
etc., you can run the cost up. But 
even with extras, the coin stays in 
the low-priced field. 

This cost would not include the 
cost of the original die. This ranges 
from $30 to $350, depending upon 
what kind of fancy business the 
customer demands. Some of this 
work is truly beautiful, however, 
and it must be remembered that the 
die cost is almost always a one-time 
cost. 

Also, one should remember this is 
a coin and would usually be stamped 
on two sides. Check and see if you 
are running into a two-die cost. 
Perhaps a simple $30 design on one 


Comic Books 


And in the months to come: 


Stock Puoros 
8mm SounpD PROJECTORS 


APPOINTMENT CALENDARS 
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with FOCALIZER “STARE-BREAK" .. . relieves 
Eye strain from constant TV stare and glare 


Model #710 


This T-V Lamp Clock is wholly new in concept! 
Fully automatic self-starting electric clock . . . 
calculating and registering every second, min- 
ute, 10 minute and hour. Big, bold, easy-to- 
read “Time at a Glance’ Colorama numerals. 
Glolite luminescent face GLOWS IN THE DARK. 
Has a comforting night light for bedroom or 
nursery controlled by independent switch. Wal- 
nut plastic case. 54,” H, 6” W, 31” D. UL 
approved cord and motor. 110V 60 cy., AC. 
Individually boxed for reshipping. One year 
Guarantee. Retail $11.95 plus tax 


Priced to Fit Your Premium Budget 


SAMPLES FURNISHED ON REQUEST 
WITHOUT OBLIGATION 


PENNWOOD NUMECHRON CO. 


7249 Frankstown Ave. Pittsburgh 8, Pa. 


is 


climb Everest... 


... Just write to us when you 
need those promotion stimula- 
tors that have been designed to 
help keep a campaign moving 
onward and upward...and at 
every sales level. 

This new catalog illustrating 
thousands of awards and trophies 
is probably the largest in-stock 
selection of sales incentives and 
promotion stimulators anywhere. 

And yes, same day shipment 
of all trophies selected is 
standard... you see, we are the 
manufacturers! 


SEND FOR YOUR FREE CATALOG, NOW! 


EMBLEM & BADGE MFG. CO. 
Box ARI 
68 Pine St., Prov. 3, R. |., DExter 1-5444 
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Suppliers of Money 


Coins, Badges, Jewelry. 
Tokens 


Green Duck Metal Stamping Co. 
1520 W. Montana St., Chicago 14 
Leyse Aluminum Co. 
Kewaunee, Wis. 
The Metal Arts Co. 
742 Portland Av., Roche 
Meyer & Wenthe Inc. 
24 S. Jefferson St 
Osborne Coinage Co. 
1033 Bader St., Cincinnati 
Philadelphia Badge Co. 
1007 Filbert St. 
Alfred Robbins Co. 
136 W. 54th St., New York 
Wendell-Northwestern Inc. 
2424 E. Franklin 


Philadelphia 


Minneapolis 6 


Bills & Currency 
Brownie Mig. Co. 


261 Broadway, New York 
Historical Documents Co. 


8 N. Preston St., Philadelphia 4 


side and a more expensive one on 
the other is the ticket. 

Proper timing can be a factor, al- 
so. Give your supplier a few weeks, 
not days, to get your die stamped, 
approved and the coin into produc- 
tion. You'll get better work if you 
don’t crowd the schedule by getting 
the order in too close to your pro- 
motion deadline. Again, of course, 
you run into variables when sur- 
veying a group of competitive man- 
ufacturers. 


> Also available in this same area 
are some other fascinating promo- 
tion possibilities including: 
® wooden nickels 
® rubber “dollars” 
@ historical document reproductions 
and gimmick land grants, insurance 
policies, etc. 
® bogus currency 
Most of these are extremely low- 
priced and heavy in promotion ap- 
peal. The antiqued reproductions of 
the historical documents are prob- 
ably the highest in cost — and with 
good reason but even here, prices 
start at l¢, and top price quoted 
was 4l¢. 
Bogus currency is available in 
many varieties. You can find Con- 
federate, Colonial, Texas, New York, 
Japanese, and other bills from de- 
funct and non-existent treasuries 
all over the world. All of these, 
from the gag Texas money to the 
Japanese occupation yen notes can 
be used with blissful freedom and 
no trouble with laws. 


> Which brings us to the real thing 
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for Sales Promotion 


Texantics Unlimited, 


2120 McKinney Av., Houston 3 


Real Money Jewelry 
Avedon Mig. Corp. 

54 W. 21st St.. New York 10 
The Metal Art Co. 

742 Portland Av., Rochester 21 
Foreign Coins 
Roya! Coin Co. Inc. 

47 W. 46th St., New York 
Rubber Money 
Craftsmen-Ziegler Co. 

235 W. Cunningham S&t., Butler 
Plastic Coins 
Rowling-Seidman Inc. 


1615 Walnut St., Philadelphia 3 


Chocolate Coins 

Tell Chocolate Novelties Corp. 
3052 W. 2lst St. 

Victoria Sweets 
207 Little Eastneck Rd. 


Brooklyn 24 


money, American or foreign. 
The laws regarding the use of mon- 
ey — real money — in this type of 
commercial application are many, 
varied, complicated and often down- 
right vague. They also change from 
time to time. Perhaps the safest 
way to use real money in a promo- 
tion is in the men’s jewelry line. 
Here there are experienced suppli- 
ers who can advise you as to what 
you can and cannot do. But we 
would also suggest — for real pro- 
motional value as well as safety — 
you stick to the advertising spe- 
cialty coin or the many varieties of 
the interesting bogus currency. 

If you use one of Uncle Sam’s 
coins you cannot deface it in any 
way or fasten it permanently to any 
advertising matter. And there are 
many other things, not as clearly 
defined in the laws, that you cannot 
do with the legal tender of this or 
any other country. 

The aura of confusion and re- 
striction surrounding the use of le- 
gal coins and currency tends to 
make any conversation about it con- 
troversial. There are some enthusi- 
astic users; there are more who 
shudder at the thought. There can 
be no doubt that the use of real 
money in a promotion can be likened 
to “walking on ice.” 


> To give you an example of what 
can happen: McGraw-Hill Publish- 
ing Co. used a variety of foreign 
coins in a series of direct mail pieces. 
In its last mailing which, incidental- 
ly, carried a U.S. penny, McGraw- 
Hill reports: 


“This series has lacked neither 
fun nor furor. In one country, it was 
cancelled by a revolution; in an- 
other, it barely escaped a heavy fine 
from an irate government. The coins 
from Austria were reclaimed by the 
authorities at the last minute, caus- 
ing frantic zero-hour maneuvers by 
our Vienna correspondent. So in a 
larger sense, this American penny 
— mailed without problems, or rev- 
olutions, or major crises, also sig- 
nifies again that there’s no place 
quite like home.” 

The implication is that McGraw- 
Hill felt safe using an American 
government penny. Yet another 
American publication had an aw- 
fully good promotion, using Amer- 
ican pennies, run into complications 
and expense when it became en- 
meshed in the details of the law. 


>» To say real money can’t be used in 
promotions with effective results 
and comparative safety, however, 
would be dishonest. An attractive 
mailing series, using legal foreign 
coins and a Canadian penny was 
produced by Leo Burnett Co. of 
Canada, Ltd., for client Salada- 
Shirriff-Horsey. 

The campaign consisted of four 
mailings to the trade. It ingeniously 
tied in the various foreign coins 
with the food products being pro- 
moted. The coins, of low denomina- 
tions, were given heightened inter- 
est by sending a coin album — die- 
cut to hold the nine coins in the 
series — with the first mailer. The 
other coins were sent with the fol- 
lowing mailers and were pasted on 
the folders. 

This campaign was attractive, ef- 
fective, and apparently had no legal 
complications. There are a couple of 
things, to remember about it, how- 
ever. The Canadian penny — the 
first in the series — was an out-of- 
circulation coin. The foreign coins 
were sent only to Canadian ad- 
dressees. The coins not only could 
be removed from the advertising 
matter, but the recipient was en- 
couraged to do’so. The entire cam- 
paign was limited to a mailing list 
of 750, far from what could be called 
a widespread campaign. 


>» Generally, the use of real money 
in a promotion calls for solid steel 
nerves and a good lawyer. Another 
tip that might avoid a visit from a 
friendly Secret Service agent would 
be a specific inquiry regarding the 
promotion you plan to the U.S. Se- 
cret Service, Treasury Department, 
Washington 25, D.C. 

The government also keeps a close 
eye on the use of embossed coins, 
especially to see that they avoid 
confusion with the real things. Here, 





though, you are safe if you follow 
the advice of your specialty coun- 
selor and the supplier. 


» There is no doubt that sales pro- 
motion money is an effective spe- 
cialty that can cornerstone a fine 
promotion if handled properly. Can- 
vass the supplier dealing in the type 
of item in which you are primarily 
interested, see his complete line, 
talk over your promotion with him, 
and follow his advice. Your best 
representative during these pre-pro- 
motion planning steps will probably 
be your advertising specialty coun- 
selor. 44 


Planning Corner .. . 


Two Premium Houses 
Offer File Catalogs 


Good to keep on hand are catalogs 
from houses noted for their premi- 
um and executive gift line. Latest to 


come across AR desks are the fol- 
lowing: 


Rand McNally A variety of fa- 

Maps and Globes mous-brand atlases, 

maps and_ globes 

is illustrated in this comprehensive 

brochure. Areas covered range from 

this world to outer space plus sev- 

eral specials with children appeal. 

Special atlas covers are available 
for advertising purposes. 

Copies are available. 
. for more details circle 111, page 123 


X-Acto Knives A four-page folder 

and Tools illustrates more 

than 25 items in the 

knife, tool and do-it-yourself Col- 

onial home furnishing kit area. 

Items are well suited for small pre- 

cision tool and hobbycraft premium 
or gift ideas. 

Copies are available. 
. for more details circle 112, page 123 


Designed Tile Ideas 
Fit in Premium Bracket 


A delightful gift, premium, or spe- 
cialty item lies in the tile ideas 
available from Designed Tiles, New 
York. 

A variety of applications is pos- 
sible through the difference in mod- 
els including coasters, decorative 
greeting cards, or coffee mugs. 

They are suggested in a number 
of promotion applications including 
“direct tilers’” instead of mailers, 
salesmen’s calling cards, commemo- 
rative mementos, and goodwill gifts. 

Illustrative literature is available. 

. fer more details circle 113, page 123 


DO YOU BUY 
PRINTING? 


Fredrick Photogelatine Press has 
‘‘the word’’ for you—- COMPARE 


Looking for quality in reproduction? Fredrick 
Photogelatine Press does true color separation, with 
four negatives on every color job. Looking for sharp- 
ness? Clarity in black and white? Fredrick Photo- 
gelatine Press specializes in these, too. Whatever 
your reproduction needs, in printed transparencies, 
posters, facsimile and point-of-sale, consult 
Fredrick Photogelatine Press for top continuous- 


tone reproduction. Phone or write for full information. 


SATISFIED 
CUSTOMERS 
TELL THE TALE 





/ilustration was printed 
in process color 
as a paper transparency. 


FREDRICK PHOTOGELATINE PRESS 


438 West 37th Street, N.Y. * Phone: OX 5-7272 





ECONOMY + VERSATILITY a FINE DETAIL - CONTINUOUS-TONE 


’ 
Next to the U.S. Mint’s, 
our coins are best! 
Coins for anniversaries, premiums, awards and 
countless other prestige and image-building uses. 
All precision made just as government coins are 
minted. Distinctive pieces, specially designed to 
fit your needs, serve as always-present silent 
salesmen. Economical, too. 
GREEN DUCK Company Write Dept. 61-A for 
1520 West Montana Street ° Chicago 14 FREE coin brochure. 
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Watch for the 


Announcement of 
the 12th A nnual 


The prize recipes which were the winners in 
the nationally advertised contest, conducted by 
Pillsbury, require the finest of reproduction 
because of the millions and millions of 
recipients of the printed message. 


The process selected was Gravure, unequalled 
for its appeal and fine quality. The positives 
were by Acme. These, too, are known for their 
fine quality which will lead to the most 
perfect color reproduction possible. 


When it comes to cylinders for national 
preprints such as the illustrated folder, or 
positives for the finest reproductions, 

you should specify Acme Gravure. 


Our cylinders are ideal for packaging of all 
types, for foils, cellophane, plostics, and 
paper board products. Our preprints, too, 
are just what you will need to bring out 
the finest details of your products. 


if it’s Quality — if it’s Delivery — it’s acme 


ac me gravure services, inc. 


4001 Industrial Avenue 
Rolling Meadows, Ill. 
Phone: Clearbrook 5-0200 


UNANIMOUS APPEAL! BOTH PARTIES AGREED! 


These ‘skimmers’ so spectacular that they were chosen as official campaign hats 
by both. NOW available for her Sa 
YOUR Product Promotion. . . Bx%, i 
Trade Shows Conventions. . . 
Banquets and other events, 
As low as 25¢ ea. Can be 
imprinted with your copy. 

WRITE... WIRE ...CALL FOR DETAILS AND PRICE LIST 
CAMPAIGN PRODUCTS CO. 


4665 Hollywood Bivd. Normandie 5-3441 Hollywood 27, Calif. 
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Magnetic Ink Aids 
Coupon Processing 


A boon to coupon users has been 
revealed by Datamation Inc. in de- 
scribing the coupon processing now 
possible with magnetic ink sorting 
and processing equipment. 

Developed in cooperation with 
Lever Brothers, the new process en- 
ables coupons to be easily and 
quickly processed at lower costs. 

Previously, these coupons had to 
be processed by hand, or in some 
cases, printed on punch cards. Now 
the coupons can be made of paper 
and the identifying symbols printed 
on them in magnetic ink. These 
symbols, when passed through the 
processing machine, transmit a sig- 
nal which is retained and evaluated 
automatically by the equipment. 

According to John Munoz, re- 
search director of Datamation Inc., 
this process will save invaluable 
hours and, furthermore, reduce costs 
by more than one half on current 
prices. 

Information can be obtained from 
Datamation Inc., Englewood, N.J. 


Polyethylene Gloves 
Produced as Premiums 


A work glove of polyethylene has 
been introduced as a specialty by 
AMPS Inc., New York. 

The glove, called Miraglove, is of 
one large size, but flexible enough 
to allow freedom of hand and finger 
movement. The material is trans- 
parent and can be printed in up to 
three colors with an all-over or a 
continuous design of any sales mes- 
sage in quantities of 50,000 pairs. 

Information and samples can be 
obtained from Advertising and Mer- 
chandising Promotional Services, 11 
W. 42nd St., New York 36. 44 





How to 


buy just 
the kind 
of tag 
you 
need... 


There are many kinds of tags on 
the market today, and you need 
the guidance of an expert like 
this to find your way to the one 
which will do the best job for you. 


By H. C. Semple 

Public relations director 
Tag Manufacturers Institute 
New York 


“I don’t know if that one’s wash- 
able, m’am, but this is. See . . the 
tag says so.” 

A sale made by a tag; it happens 
a thousand times a day. And a sale 
lost through the lack of a proper tag, 
because a sales clerk “didn’t know” 
if the product was washable at the 
critical moment of customer contact. 

Executives faced with product tag 
problems must weigh such impor- 
tant factors. A good product tag can 
be a powerful silent salesman, ably 
backing advertising, sales promo- 
tion, product publicity and other 
selling services. Conversely, a poor- 
ly-designed or executed product tag 
can be a fearful liability which may 
hinder volume selling where it hurts 
most... at retail counters. 


> An effective product tag must per- 
form many functions. Among these 
are identifying the product, provid- 
ing information on the _ product, 
price, advertising, and sales promo- 
tion. In addition, many modern tags 
perform retail unit control duties 
by means of tear-off stubs, and 
some tags promote the store in 
which the products are purchased. 

Thus, a product tag is consider- 
ably more than a mere slip of gaily 
strung cardboard. It is an integral 
part of both the manufacturer’s and 
the retailer’s sales promotion cam- 
paign. For this reason, a new prod- 
uct tag generally calls for coopera- 
tion and consultation between ad- 
vertising, sales, and sales promotion 
departments, as well as close liaison 
with the tag manufacturer, who 
must often advise upon each step 
of the tag in development and pro- 
duce the finished product. 

In order to make the correct se- 
lection, you should keep uppermost 
in mind four attributes of product 
tag planning: component materials, 
design, copy, and pertinent legisla- 
tion. 


Components 


> The poet who described a woman 
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PRESSURE- 
SENSITIVE 


LABELS 


FROM 


CROCKER 


— for product identification, mul- 
tiple unit sales, price “deals,” 
premium offers, operating and 
maintenance instructions . . . for 
sales appeal or information — 
Crocker’s stock holds up under 
toughest conditions; colors stay 
fast, easy to read. Prices are 
right, delivery fast. 


SAMPLES, DETAILS ON REQUEST 


H. S$. CROCKER CO., INC. 


OFFICES IN PRINCIPAL CITIES 


To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Gy Advertising 
Requirements 
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Planned Product Tag Checklist 


Here are 25 questions, prepared by the member companies 
of the Tag Manufacturers Institute, which any executive con- 
cerned with buying tags should answer to his satisfaction. 


Components 
Durable tag stock 
String or other attaching device 
Reinforcement 


Design 
Size 
Shape 
Illustration 
Advertising impact 
Die 
Color 


Copy 


Product information adequate 
Essential facts 


Guarantees 


as a “rag, a bone and a hank of hair” 
might call a tag a “string, a paper 
and a blotch of ink.” He would be 
just as wrong in the latter case as in 
the former, for selection of proper 
components for a product tag is vital 
if the tag is to do its job. 

Every product tag contains two 
components: tag board, and an at- 
taching device. To select the right 
components executives must first 
consider the end use of the tag in 
question. 

If the tag can reasonably be ex- 
pected to undergo considerable han- 
dling or wear, or if there is any pos- 
sibility of it being exposed to weath- 
er, a strong sulphite tag stock should 
be specified. Standard items in the 
specialized tag manufacturers in- 
ventory, sulphite stocks may be ob- 
tained in any weight or desired col- 
or. As an additional aid to the pur- 
chasing man, member companies of 
the Tag Manufacturers Institute of- 
fer standardized sulphite stock se- 
lections, prepared in accordance 
with the TMI Manual of Standard 
Specifications. 


> Equally as important to the fin- 
ished product tag is the method of 
attaching the tag to the product. 
Sufficiently heavy string should be 
employed to insure that the tag will 
not become detached through re- 
peated handling by consumers, and 
reinforced “patches” should be put 
on one or both sides of the tag at 
the hole area. 


> Executives responsible for the de- 


Material features 
Simplicity 

Type size 

Care facts 
Impulse 

Balance 


Legal 
Federal laws 
State laws 
Local laws 


Tag Manufacturer 
Experience 
Record of performance 
Design aid 
Other service 


sign of a product tag should keep 
several things in mind, all of them 
consistent with one of the basic 
tenets of modern architecture: form 
follows function. 

The form of a product tag is dic- 
tated by its function. A tag that is 
distinctive in size and form helps to 
identify a product just as surely as 
the product’s own physical charac- 
teristics. 

Many companies duplicate a prod- 
uct’s shape in the tag. For example, 
one of the country’s largest wash- 
ing machine manufacturers has long 
relied upon a tag die-cut in the 
shape of a washing machine, result- 
ing in instant identification of the 
product by the consumer. Other 
firms having geometric trademarks 
duplicate the trademarks on ap- 
propriately-shaped tags to accom- 
plish the same purpose. 

Within the basic shape of the tag, 
executives should take advantage as 
much as possible of the possibilities 
of photographic or artistic illustra- 
tion. The newspaper maxim that a 
“picture is worth 1,000 words” is 
applicable here. As one tag manu- 
facturer puts it, “What would you 
rather do . . . tell the people how 
good your product is, or show 
them?” 


> A recent trend in tag illustrations 
consists of reproducing national ad- 
vertising on a special tag. The phi- 
losophy behind this is recognition of 
the product tag as a necessary link 
in the chain of advertising impact 
upon the consumer. An advertising 
agency executive put it this way: 





“We’re spending millions advertis- 
ing products, but when the consum- 
er approaches the sales counter— 
particularly in self-selection stores 
—she doesn’t remember the adver- 
tising as well unless she is faced 
once again by the same story, this 
time attached to the product. By 
reproducing national advertising on 
our clients’ tags we get additional 
mileage from our ad dollars, at the 
same time filling what could be a 
chink in the over-all ad campaign.” 

Before deciding upon a specific 
tag shape and design, executives are 
advised to consult with a specialized 
tag manufacturer. Leading tag mak- 
ers keep a “bank” of tag dies, con- 
stantly enlarging the bank as a new- 
shaped tag is made. This die bank 
can save on the cost of a product 
tag by utilizing existing shaped dies, 
eliminating the expense of a special 
die. 

Last but not least, product tags 
must utilize distinctive color schemes 
to achieve maximum impact upon 
the consuming public. Executives 
should be guided by a tag manu- 
facturer when selecting tag colors, 
unless a specific shade is required. 
The number of color shades offered 
by the tag specialist is nearly un- 
limited; one tag manufacturer car- 
ries in regular inventory 131 dif- 
ferent shades of red, while many 
others exceed even this selection. 

When selecting a tag color be sure 
to take into account the packaging of 
the product, lest a color clash result 
Remember, if the human eye is cap- 
able of noticing a 1/100th of an inch 
variation in a picture hanging on a 
wall, it will be equally quick to 
notice an ill-conceived color scheme. 


Copy 


> Having selected the right tag stock, 
attaching devices, and basic design, 
the next area of consideration is the 
tag copy. It would be impossible to 
state what should or should not be 
included on any specific tag, since 
each tag varies according to its 
product. However, there are nine 
questions executives should ask 
themselves concerning the tag copy: 


1. Is the product information 
printed on the tag based on a 
thorough analysis of what the aver- 
age prospective purchaser needs to 
know to arrive at a buying decision? 

Manufacturers often spend thou- 
sands of dollars on market research 
and then fail to use the knowledge 
gained on product tags. Consumers 
today want facts. If a merchandise 
tag doesn’t contain the facts the 
consumer wants, you can bet he’ll 
search for a tag—and product— 
with enough facts to satisfy his 


curiosity. Be sure this product is | 


yours. 


2. Does the tag give essential facts 
as to material, size, length, weight, 
etc.? 


Retail buyers know what specific | 
store customers | 


information their 
are most interested in. If in doubt, 
check with the buyers on this point 


3. Is the product guarantee stated | 


in layman’s rather than lawman’s 
language? 

Guarantees are often drafted by 
attorneys, resulting in unwieldly 
verbiage irritating to the consumer. 
If your 
write it 
possible, 
torneys. 


in as simple language as 
then clear it with the at- 


4. Are the features of the product’s | 
materials clearly stated in the copy? | 
Some companies say that their | 


product contains a special material, 
then fail to mention why the mate- 
rial is good! Consumers aren’t chem- 
ists. It’s not enough to say that a 
skirt is 50% “Product X.” The tag 
should also explain that the “Prod- 
uct X” content assures the wearer 


that the skirt will retain its style | 


and appearance. 


5. Is the tag copy simple? 

Some products, particularly me- 
chanical ones, scare prospective 
customers away because they ap- 


tag contains a guarantee, | 


7 


pear to be too difficult to use. Skill- | 


ful copy on the tags can dispel these 
fears. 


6. Is the type large enough? 

Millions of middle-aged and el- 
derly shoppers have poor vision. Be 
sure the printed copy is sufficiently 
large, particularly if the product is 
aimed at this segment of the popu- 
lation. 


7. Does the tag contain all the facts 
on care or use of the product? 

In the case of a nylon and wool 
sweater, for example, many tags ex- 
plain how to wash the product, but 
some fail to give drying instructions. 


. . » The fan, .. . do you mind? ... 


VE 


the 
dream 
of every 
artist... 


. .. is to work with ease 
on a colored drawing 
board ideal for posters, 
illustrations, and pres- 
entations that radiate 
their enthusiasm... 


e 


at 


-..is to have a choice 
of over 69 colors and 
finishes... 


CRESCENT IS THIS 
DREAM-COME-TRUE 
...a vast selection for 
every artist. See them 
at leading art material 
dealers or write for 
samples! 


\ 


am” 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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this FREE 
FLAT-AS -A-PANCAKE 


gummed paper 


yy ees 


is full of surprises that help 
Pre 

ee ee Pe ed 

Pee ee 

e get the PTT ae 4 

results every time 

ie with sample sheets, 
printing surface specifier and 


handling. tips 


Ask for book P-211 
THE BROWN-BRIDGE MILLS, INC., TROY, OHIO 


Promotion Men! 


it type 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 


Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 


ONE PIECE MAILING BOXES 


Ast Ma ae lel) 
and Complete Price List 


CHOOSE 
FROM 19 


DIFFERENT SIZES 
3x2x1% to 84x5%x3% 
Eliminates WRAPPING, 
TAPE and STRING 
Flat For Easy Storage 


THE C. J. FOX co. 
Pe ee 


» » » » 


Stay ahead of things 
with AR’s 


SALES PROMOTION ALMANAC FOR 
196] 


$1 per copy 


« « 
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Yet a sweater can be ruined in the 
drying process, too. 


8. Is the tag copy designed to cre- 
ate an impulse sale? 

When a young woman reads the 
tag on a cocktail gown, will she 
mentally picture herself as the glam- 
orous center of attraction at a chic 
party? Will the golfer reading the 
tag on the club feel that this golf 
club will cut two strokes from his 
game? Psychologists state that the 
buying impulse is often emotional, 
though it may be actuated by a 
combination of facts. The facts on 
the tag should be a: ranged to appeal 
to the buying impulse. 


9. Is the copy balanced? 

This is primarily a layout prob- 
lem. Experience has proven that 
tags containing too much informa- 
tion tend to confuse the consumer. 
In many these tags could 
have been made more acceptable by 
increasing the size of the tag so as 
to offer more “breathing” room in 
the copy. 


cases, 


Legal Requirements 


> In recent years considerable legis- 
lation has been enacted with direct 
applications to product tags. In ad- 
dition to federal regulations there 
are often local or state regulations, 
particularly where a product is sold 
intra-state. 

On March 3, 1960, for instance, 
the Textile Fiber Products Identi- 
fication Act went into force, re- 
quiring specific information to be 
listed on textile products, with con- 
siderable penalties for lack of com- 
pliance. 

Then there’s the Fur Products 
Act, the Wool Products Act, and the 
recent Food Additives Amendment 
to the Pure Food & Drug Act. 

These legal requirements must be 
kept in mind when designing a 
product tag and selecting the copy, 
lest you, all-unknowing, run afoul 
of the law. Be sure to check with 
your tag manufacturer on any legal 
requirements. As a specialist in tags, 
he is well-informed in this respect, 
particularly if he is a member of 
the Tag Manufacturers Institute 
whose legal counsel issues periodic 
bulletins’ on new requirements. 


Choosing The Tag Maker 


Where product tags are concerned, 
the executive is faced with an often 
difficult choice when it comes time 
to select a tag maker. This depends 
upon the size of the company, of 
course, and the scope of its opera- 
tions. 

Most major specializing tag man- 
ufacturers active in the product tag 


field have special art, typography 
and design departments geared to 
help the buyer in his hour of need. 
Members of the Tag Manufacturers 
Institute, which includes most of 
the major tag companies in the 
United States, are pledged to pro- 
vide these services and consider 
them to be a basic part of the tag 
makers creed—to provide the best 
possible services to every customer, 
whatever his needs. 

So when you are faced with the 
job of selecting a product tag man- 
ufacturer, inquire into his experi- 
ence, services and areas of special- 
ized interest. If he can meet your 
requirements, chances are he will be 
able to produce your product tag 
reliably, efficiently, and economical- 
ly. 44 


High Fashion Overcaps 
Designed for Glass Jars 


A new, stylized line of plastic caps 
for glass aerosol containers has been 
developed by The Walter Frank 
Organization. 

The caps are molded in high im- 
pact polystyrene and feature a de- 
sign with a reverse flare and a 
slightly concave top. They are avail- 
able in basic colors and clear poly- 
styrene in two internal diameter 
sizes to fit steel or aluminum 
mounting cups. 

The caps are called “Item No. 
60,” and are put up in sample kits 
for prospects interested in trying 
the product with their glass aerosols. 

Complete information is available 
from The Walter Frank Organiza- 
tion, 4100 Warren Av., Hillside, II. 

44 


Hollander Develops 
Lowcost Decoration 


Decorative facing for products or 
packages that can be applied easily 
at economical costs has been intro- 
duced by the Allen Hollander Co., 
New York. 

The new material, “Decor-Stik,” 
is a metallized combination of Mylar 
and vinyl with a pressure-sensitive 
backing. It looks like metal and can 
be furnished plain, printed or em- 
bossed in a copper, chrome, gold or 
brass finish. 

Present applications of ‘“Decor- 
Stik” include clock faces, instru- 
ment dials, etc. It can be ordered in 
strips or as die-cut pieces ready for 
application. 

Descriptive literature is available. 

- for more details circle 114, page 123 





JUST 
COMPLETED 


IN OHIO AND NEW JERSEY 


2 NEW 
AVERY 
LABEL 
PLANTS 


TO GIVE YOU BETTER 
SERVICE, FASTER 
DELIVERY, LOCAL PRICING 


Each is fully equipped to give 
you the important quality 
factor that no other label 
supplier offers: complete 
manufacturing control, from 
compounding just the right 
adhesive to delivery of your 
pressure - Sensitive labels. 
Now Avery has plants across 
the nation, plus 44 factory 
service offices, to bring you 
the finest in service and 
quality. 

Manufacturing Plants... 
CLEVELAND, OHIO 

NEW BRUNSWICK, NEW JERSEY 
MONROVIA, CALIFORNIA 


AVERY 


pressure-sensitive 


LABELS 


January 1961 - Ge: 93 





Label Study Shows 
Savings for Users 


Results of a study on labels and 
package wraps in today’s merchan- 
dising picture have been released 
by the Label Manufacturers Div., 
Lithographers & Printers Natl. 
Assn., New York. 

In undertaking the study, the la- 
bel manufacturers took note of the 
increased standards in the field and 
revealed, at its conclusion, the fact 
that “labels produced under the 
controlled conditions existing in 
leading label manufacturers’ plants 
today have led to real cost savings 
in labeling line and machine oper- 
ations for label users.” 

According to the report the la- 
bel manufacturers—while seeking to 
achieve better quality and faster 
production—have done “consider- 
able research in manufacturing 
techniques, equipment, production 
planning, as well as strict material 
testing and control. 

“All this care results in a prod- 
uct which produces more market- 
able goods, a more uniform product 
and, above all, permits the users of 
labeled merchandise to operate their 
labeling lines two or three times 
faster than it was possible to run 


x 
ae 


Saleswise, advertisers are finding 
more of their signs being used since 
switching to American Decal pres- 
sure sensitives. Salesmen put up 
attractive spot signs in seconds with- 
out mess. Dealers themselves will put 
them up without hesitancy. Durable 
and colorful pressure sensitive val- 
ances and truck signs also available. 
American Decal signs attract your 
customers attention where it counts 
most... at the place your product 
can be purchased. Request FREE 
samples and details today. 


AMERICAN DECALCOMANIA 
Company 


4344 West Fifth Avenue Chicago 24, Illinois 


N.Y.; Windsor, 
Offices: All principal cities. 
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Mfg. plants: Cleveland; 
Ontario, Canada. 
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Annual Report Cover . . 


. Standard Pa 


58 ANNOM KEPORT STANDARD PACKAGING CORPORATION 


ckaging Corp. illustrates its diversification in 


packaging to its stockholders with a full-color photograph of the different types of 


packaging handled by the corporation 


Products shown are grouped to correspond 


with a ‘‘key’’ on inside page which indicates the division producing each package. 


them 15 years ago.” 


The report also states that “addi- 


tional 
tomers 


the 


savings accrue to 
through fewer 


less down time for 


TO MOVE SALES UP... 
GET MORE SIGNS UP 


with AMERICAN DECAL 


PERMANENT TYPE 


PRESSURE SENSITIVE 


SIGNS 


valances 


FREE SAMPLES - DETAILS 


AMERICAN DECAL. COMPANY 
4344 West Fifth Avenue 
Chicago 24, Illinois 


Dept. AR 


Send details and samples of American 
Pressure Sensitive signs. 


Company__— a 


Name aos 


a 
City 
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cus- 
rejections, 
fewer poorly labeled packages and 
labeling ma- 
chines. 44 


New Labels Developed 
For Refrigerated Products 


New labels, that adhere to the 
product under minus zero tempera- 
tures, have been announced by 
Fasson Products. 

Self-adhesive, the labels are pres- 
sure-sensitive and need no moisten- 
ing or package preparation. Accord- 
ing to the company, the labels will 
adhere firmly to all types of mate- 
rials including cellophane, polysty- 
rene, Saran and glass. It has been 
tested at temperatures of — 20’. 

The labels are made up in rolls 
and can be easily die-cut to any de- 
sired shape or size and in any color 
including satin, high-gloss white 
and three brilliant “radiant” colors 

orange-red, orange-yellow, and 
chartreuse. 

Additional information is avail- 
able from Fasson Products, 250 
Chester St., Painesville, Ohio. 44 


Cellusuede Introduces 
Flocked Mylar in Color 


The addition of flocking to Du- 
Pont’s “Mylar” has been announced 
by Cellusuede Products Inc., Rock- 
ford, Ill. 

The rayon flocking gives the 
tough polyester film a soft, velvety 
look, making it especially applicable 
in packaging situations where both 
durability and appearance are im- 
portant. 

Flocked Mylar is available in a 
wide range of colors and in 50- 
yard rolls, 36” wide. 


. for more details circle 136, page 123 





Our third friend 
man on our team 


Typical Spread . . . This easy cartoon style, sometimes supple- 
mented by photographs of the actual record players, was used 


ch for talking. He's the key 


Well, now that we've met, let’s go on with our story. Actually, it started over a 
year ago when Motorola introduced their first stereo line 


To make salesmen understand the complexities of high-fidelity 
equipment isn't easy. Motorola tried a simple stereo record and 
a cartoon book to get across the chief selling points — and did! 


How do you describe something 
as intangible as sound — particu- 
larly stereo sound? 

Actually, anyone acquainted with 
the magic of stereo needs little 
explanation. The uninitiated pros- 
pective customer, however, will 
have questions — lots of questions. 
To answer these, the saleman him- 
self must have ready explanations; 
not only to discuss the advantages 
of stereophonic sound in general, 
but specifically to discuss the merits 
of the particular product he is 
demonstrating. 

Equipping the salesman with the 
necessary information and convic- 
tions about his product can be a 
time consuming and sometimes dif- 
ficult task, but not the way it’s done 
by one leading high-fidelity and 
stereo manufacturer. Motorola Inc., 
whose sales of stereophonic units 
this year is running 71% ahead of 
last year’s sales for the same period, 
has developed a “quickie” indoc- 


trination program for its dealer 
salesmen which is proving more 
effective than long, drawn-out dis- 
cussions, reams of literature, or even 
the ordinary demonstration records 
which are becoming increasingly 
popular. 


> The nucleus of Motorola’s indoc- 
trination is a stereophonic record; 
but it’s a specially prepared one. 
There are no railroad trains, no 
pingpong games and no jets flying 
through the demonstration area. 
Instead, it combines an effective 
demonstration of stereo with an 
analysis and background informa- 
tion for Motorola’s widely discussed 
3-amplifier —- 3-speaker stereo sys- 
tem. The discussion is semi-techni- 
cal. Enough so to interest the more 
informed listeners, yet not too in- 
volved for even a casual layman. 
It’s both impressive and informa- 
tive. 


Accompanying the record is a 


through the booklet. 


Here the standard channels, #1 and 


#2, introduce their friend, #3, with his bass voice. 


SELLING SPARaO 
WEOROUGE WE ANID BAR 


profusely illustrated, cartoon style 
booklet whose text follows word 
for word the narration on the rec- 
ord. There’s even a “click” on the 
record every time the narrator 
reaches the end of a page in the 
booklet. The listener, therefore, 
listens to the record, studies the 
simple cartoonized illustrations and 
follows the visual text for a com- 
bined sight and sound demonstration 
which leaves a lasting impression. 


>» The procedure goes something like 
this: 

Arrangements are made between 
the distributor and the dealer for 
a sales meeting. On the appointed 
day, a stereo demonstration set is 
appropriately placed in the meeting 
area and chairs are set up in the 
most advantageous positions for all 
the dealer salesmen. The set is 
turned on and properly adjusted 
before the salesmen arrive so that 
there will be no wasted time or 
unnecessary interruptions which 
might spoil the effect of the pro- 
gram. 

As soon as the audience arrives, 
each member receives a copy of 
the booklet. There are no preambles 
or introductory speeches. The dis- 
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How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

Simple to operate—Type or Write on Cards, 
Snap in Grooves 


ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price $4g* with cards 


24-PAGE BOOKLET NO. R-100 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 


Traffic, inventory 


es o 
Imprinting Service 
Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 


catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING inc. 
120 So. Sangamon St. 
CH 3-2050 Chicago 7, Ill. 


WE HAVE 

THE VISUAL 
We EQUIPMENT 
have TO FIT YOUR 
auto- 
matic a Od 
projectors for point 
of sale and trade epee 
shows. We have desk top 
—— both slides 
and film strips — fie RN: 
with or without oe Y 
sound, designed with ‘ 
your salesmen in DAVENPORT 
mind. For Information, OWA 
Write Dept. A161 


SOUND EFFECTS 
Hi-Fi and Super 
Newest sounds: Airplanes, DC8, Electra 


Prop-Jet, Boeing 707, Air Force F-104 
Starfighter, Regulus I, Missile Launching 


Carrier Sounds. Also Autos, Music, Trains, Household ~ 


and Industry. More than 13 classifications; over 1500 
real-life sound effects. See your dealer or send 25¢ 
for 56-page catalog containing over 250 listings. 
MP.TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif 
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tributor merely turns on the in- 
strument and the record does the 
talking. 


> There’s a short fanfare, and then: 

“This presentation briefly explains 
Motorola’s stereo system. It tells 
how it works; why it was devel- 
oped; and, how it is superior to 
other so-called three-channel or 
multi-channel stereo systems. Each 
time you hear the ‘click’ turn the 
page. Ready? .. .” 

What follows is a three-way dis- 
cussion between a narrator and 
voices coming from the left and 
right speaker systems. There’s an 
occasional but emphatic low musi- 
cal tone from the third sound chan- 
nel which, more than words alone, 
emphasizes the function and im- 
portance of this portion of the sys- 
tem. It’s entertaining, informative 
and convincing, and the whole thing 
doesn’t last much longer than 15 
minutes. When the record ends with 
a short musical selection — after 
the narrator’s words, “Then let’s 
quit talking and just listen” — the 
meeting is over. 

The salesmen begin their day 
armed with easily remembered am- 
munition to answer a barrage of 
customers’ questions, sold on the 
merits of stereo, and with full con- 
fidence in the superiority of their 
own products. 44 


Sales Tool Simulates 
Television Set Effect 


An audio-visual sales tool that 
simulates television has been de- 
veloped for the use of tv stations, 
time salesmen and advertising agen- 
cies by Busch Film and Equipment 
Co., 214 S. Hamilton St., Saginaw, 
Mich. 

Titled the Cinesalesman Model 4, 
it is described as “. . . a completely 
self-contained, continuous audio- 
visual selling tool in a neat, easy- 
to-operate unit that eliminates port- 
able screens and all the other 
awkward equipment normally re- 
quired for film presentation.” 

Because of a built-in translucent 
screen, there is no need to darken 
the room when using the unit. It 
has a capacity of 1,200’ of film and 
a power-driven continuous film 
cartridge automatically rewinds the 
film for the next showing. For long- 
er films, the Model 4 has two 2,000’ 
reel arms that can be attached to 
the unit. 

An additional feature of the unit 
is the availability of a special cab- 
inet for studio or agency use by 
which a film can be previewed just 
as it appears on a tv screen. 44 


Chess Lecture . Unusual combina- 
tion set contains spoken instructions on 
chess-playing on an_ ultra-thin hi-fi 
record, produced by Rank Audio Plastics 


Record Club for Business 
Executives is Announced 


If you would like to hear talks 
by “top-flight leaders in business 
and industry” in your own home or 
office, there is now an organization 
to serve you. 

It is called the Businessman’s 
Record Club. The club, with offices 
at 415 N. Dearborn, Chicago, is a 
division of the National Research 
Bureau Inc. 

The club works on the same basis 
as other book-of-the-month, rec- 
ord-of-the-month clubs except that 
it offers items of interest to busi- 
nessmen. 

Releases on 33 1/3 Ip records will 
cover such topics as_ personality 
development, public speaking, get- 
ting along with people and super- 
vising others, telephone selling 
techniques and others. 44 


Stores Use Television 
More, NRMA Reports Say 


Sharply increased use of television 
by department and specialty stores 
is reported in a survey taken by the 
National Retail Merchants Assn. 

Of the stores using saturation 
television, 60-second and 10-second 
commercials were most widely used. 
Slide and film commercials were 
the most popular form. Events were 
the most common purpose of tv use 
while early evening was the time 
used most often. Stores used one 
station in 56% of the instances 
where saturation tv was used. 

Copies of the survey can be ob- 
tained at 50¢ each, from the Sales 
Promotion Division, National Re- 
tail Merchants Assn., 100 W. 31st 
St, N.Y. 1. 44 





Visual Services 
Told in Booklet 


Visualscope Inc., New York, has 
issued a booklet promoting its serv- 
ices. 

The booklet, “The Names You 
Know .. .”, describes its facilities 
for the production of slides, film- 
strips and limited animation films. 
Also presented are cases histories 
involving the Association of National 
Advertisers, Carrier Corporation, 
Colgate-Palmolive, Dow Chemical, 
Esso Standard Oil, Four Roses, 
General Electric, The Saturday 
Evening Post, Youngstown Kitch- 
ens, and solutions offered to their 
promotion problems by Visualscope. 

Copies of the booklet are avail- 
able. 


- for more details circle 106, page 123 


Folder Explains Whitney 
Presentation System 


L. A. Whitney Associates Inc., 
Bridgeport, Conn., has prepared a 
folder explaining its executive pres- 
entation system for use in selling 
and descriptive presentations. 

The system includes 90 die-per- 
forated 18%2x24” cover sheets, in 
nine colors; 10 cover sheets 1812x24” 
in five colors; 16 gummed letter 
sheets, 1812x24”; 2 clear acetate 
sheets; a projection screen sheet; a 
blank map of the United States; a 
gridded layout pad; punchout knife; 
colored china markers; colored 
chart tapes; erasers; a flannel wip- 
er; and fluorescent sheets. 

Copies of the folder are available. 

. for more details circle 107, page 123 


McClure Introduces 
Portable Projector 


A sound film strip projector 
weighing 11 pounds, making it port- 
able enough for sales and sales pro- 
motional uses, has been announced 
by McClure Projectors Inc., 1122 
Central Av., Wilmette, IIl. 

Titled the Model 61, it is said to 
project a clear, bright picture ac- 
companied by sound from either 
33 1/3 or 45 rpm 12” records. New 
features include an_ interruption 
switch to allow the operator to in- 
terrupt the program at any point 
and resume immediately without 
loss of narration or picture con- 
tinuity. 

Details and prices are available 
from McClure. 44 


NEW PRESTIGE LOOSE -LEAF BINDER! 
THE PETERSON CASE—- PATENT 


WORLD’S ;FIRST AND 


ONLY ELECTRONICALLY- 


SEALED VINYL BINDER 
WITH A SMOOTH TURNED 
EDGE + MAKES TEAR- 
SEAL.EDGES OBSOLETE. 


Until now, the “tear-seal’ edge was the 

seal together the two vinyl sheets on a book cover. This 
ragged lip on the edge of the seal... Now at last a 
edge” loose-leaf binding has been achioved with the Peterson case. 


Mail coupon for full information on the Peterson case. 
Your Name———_____________ Position 
Company. 

Address —  _____________ Phone. 
City and State 


Books to be used for: Probable quantity needed 
(0 Salesman’s binder [] Catalogue cover [] Other 
Have salesman call with samples and prices [] 


The Peterson Case is exclusively sold by our franchised 
who are the leading suppliers of complete lines of loose-leaf books . . 


re «Oe ove ieee ee 
coupon today to: . 


VINYL CASE DIVISION 


OF PETERSON ELECTRONIC DIE CO., INC 
199 LIBERTY AVENUE, MINEOLA, L. I, N. Y 
OR PHONE PIONEER 7-3833 
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Public Relations 


MURAL: Midwest Metropolis . . . 27!/2 min., 
juced by Fred A. 
juctions Inc., 1058 W. Washing 
for the Sperry & Hutchinson 
V. Jackson Blvd., Chicago 4. Dis- 
by S&H. 


The most important ingredient in 
making a good public relations 
movie is imagination, and the free- 
dom to exercise it. Both seem to 
have been present in this film, de- 
signed to make downtown shopping 
more exciting. 

It isn’t necessarily money (this 
film cost, we are told, $24,000), but 
rather how the money was spent. 
Here it was spent with taste and 
thought to make a motion picture 
which has moments of real excite- 
ment. 

The story line is simple. It tells, 
using interesting angles and new 
kinds of shots, how much fun it is 
to shop in a great downtown shop- 
ping area like, to be specific, Chi- 
cago’s State Street. 

Part of the reason for its success 
is, of course, the unusual circum- 
stances that led to its production. 
Wieboldt’s department store, by 
buying Mandel’s, had moved into 
the State St. shopping area. Wie- 
boldt was distributing S&H green 
stamps, and each of its stores con- 
tained a redemption center. Now 
trading stamps were moving, for the 
first time in many years, into down- 
town Chicago. To improve its rela- 
tions with the suspicious (and pow- 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit films for review. 


erful) State Street Council, to help 
establish its position, S&H produced 
this film in support of the Council’s 
main objective, the rejuvenation of 
the central shopping area. 

The film, with a short introduc- 
tion and closing added, will be seen 
on television, and will then, with- 
out the supplements, be available 
for community groups. 

It is well worth seeing, just t- 
learn how a fresh approach to cam- 
era angles can brighen up a pr 
duction. R.B.K. 


Sales Tool 


Why You Should Advertise in School Man- 
agement ... 15 min., color filmstrip pro- 
duced by The Chartmakers Inc., 480 Lex- 
ington Av., New York for “School Manage- 


ment’ magazine. 


The publication wanted to use the 
filmstrip to sell space. Rather than 
considering it solely for presentation 
to groups, it was adapted as a per- 
son-to-person technique. If you 
were an advertiser, School Manage- 
ment wanted a filmstrip it could 





project on an office wall, if no screen 
was handy, and you could see the 
School Management story without 
leaving your desk. 

Chartmakers came up with a 
hard-sell product. The script names 


the competition and tells why School | yy tutta a 


Management considers itself a su- 


perior publication. Artwork and de- ee all 


sign are kept in the personal frame, 
there are no loud sound effects or SOLUTION! 
music that might sound phony in an | 

office presentation. The man reading 
the script seems to take the atti- 
tude that his message is the most 
important human utterance since 
Moses ‘tcld what had happened to 
him on the mountain but this may 
not be a characteristic as annoying 
to others. 

A good example of how to make 
an impersonal presentation convey 
the personal impact of a call by a 
salesman. E.S. 


The successful introduction of new products into the teeming 
market calls for astute planning and effective sales drive. To 
exhibit the merits of its fine new shoe polishes, the makers of 
Johnson’s Wax called upon The S. K. Smith Company to design 
the distinctive sales case shown here—a display that fully re- 
flects the top quality of its contents. 


Do you have a sales-aid problem? We'll be glad to help you 
solve it. Call your nearest S. K. Smith office now. 
Illustrated literature available upon request 


The Market of the 60s... 20 min., color THE S. K. SMITH COMPANY 


‘or | CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS Tia 
filmstrip, produced for Life Magazine |} 
ee ee oT 2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS CRAFTED 
Mazin-Wyckoff ( 2 W. 46th St., New 


York 36; available through Life regional OFFICES IN LOS ANGELES, CLEVELAND AND NEW YORK 
sales offices. PLANTS IN CHICAGO AND LOS ANGELES 


Sales Tool 


Life uses statistics in a highly 
effective manner in this new film- 
strip, screened at the Industrial 
Film & Audio-Visual Exhibition in 
New York. 

This filmstrip proves that the B Pi F d 
presentation of statistics need not Put Your est 1Ca Orwar 
be dull, and can even be excitingly | 
presented, in the Life approach. Su- 
perimposed on color transparencies Here Type Can SERVE You 
are ink sketches. When the film is 
presenting statistics, for example, in 
the baby market, it uses diaper pin | 
uiteninn” ets Wir alanine ae J. M. BUNDSCHO, INC., Advertising Typographers 
the heads of the diaper pins. 

Other instances of this technique 
in the filmstrip include sketches on 
egg yolks, birthday candle flames, 
sundaes, phones, headlights, electric 
light switches, typewriter keys, col- a aie ee eae . 

» tahe : — , e youth had been trained we is father in the science o 
bes tabs, billfolds, golf balls, candy, | a al sakicdiaos but the captain had = idiosyncrasy the aduipis of 
pingpong balls, buttons and cham- | PIECES which had never been revealed to the son. Each morning in his 
pagne glasses. | cabin he would unlock a desk drawer and gaze intently into it, 

Each visual is keyed to the script, te) then close and lock it. 
read at the New York showing by 


his father's death, the son assumed command of the shi 
Ws Htlof ; Pa Uae) =pen P 
William Littlefield, Life ad promo- | and hastened to discover the secret of the locked drawer. To his 
tion copywriter. There is also avail- Jatia82 amazement therein lay a paper upon which appeared these words, 
able a cued 33rpm record. Other “Starboard Right—Port Left."’ 


credits include Jon Purick, Life ad 


| For a once-in-a-while peek in your drawer perhaps you would like 
promotion art director. eas ay a memo on engraver's filters for color separation negatives. 
Life salesmen will use the film- Violet for the yellow cut out, green for the red negative, red for 
strip in their space sales. Illustra- the blue, and yellow for the black correction. 

tions are also in 35mm slides, to 

allow space salesmen to present the 

ie eres — key ee grep thre ay HUTCHINGS & MELVILLE, Inc. 

pects and customers, with the aid of sanidiadiis chain a Custer Pheteengreere | Mi 
additional slides keyed to the spe- copper originals 4043 North Ravenswood Avenue, Chicago, Illinois 

cific audience approached. Ts. 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Goodwill throusn 
Public Service 


Here’s how a baker reaped 
lots of space and made lots 
of friends with a program 
that promoted safety. 


One of the largest and most suc- 
cessful “back to school” safe driv- 
ing campaigns this fall was con- 
ducted by the Keebler Biscuit Co. 
throughout most of the East. 

The “Kids Love Life . . . Drive 
Lovingly” campaign theme and its 
purpose of urging motorists to ex- 
ercise added care and caution dur- 
ing Fall school openings was en- 
dorsed by thousands of municipal 
governments, private businesses, 
industries, food chains and stores 
and civic organizations. 

Behind the drive was Keebler, a 
division of the United Biscuit Co. 
of America, and behind Keebler 
was Lewis and Gilman, Philadel- 
phia advertising and public rela- 
tions agency. Together they accom- 
plished a three-fold selling purpose. 
The campaign sold safe driving to 
motorists; it sold the Keebler Bis- 
cuit Co. as a firm keenly interested 
in the welfare of our school chil- 
dren, and it sold Keebler’s line of 
cookies and crackers. 


>» Keebler’s suggestion of merchan- 
dising child safety and the com- 
pany’s six-item line of bag cookies 
in a unified campaign presented a 
touchy problem—would such a pro- 


gram smack of commercialism 


which 
taste? 

The problem was answered by 
Lewis and Gilman last May 26 at a 
periodic advertising-plans meeting 
with Keebler executives. It was 
suggested by the agency that the 
child safety campaign and the 
Keebler Biscuit Co. be openly as- 
sociated, but that this connection be 
carried with more subtlety into the 
simultaneous bag cookie sales ef- 
fort. 

The agency’s copy director, Har- 
old A. Langerman, offered the pro- 
gram theme “Kids Love Life . 
Drive Lovingly” and an associated 
modification of the message, “Kids 
Love . . . Keebler Cookies.” A large 
order of publicity was served up as 
part of the campaign in which po- 
lice departments, automobile clubs, 


might be in questionable 


Signs for Tie-Ins 


state and local safety 
Chambers of Commerce, school 
boards, civic associations, PTAs, 
transportation companies, business- 
es and independent and chain food 
stores would be approached for en- 
dorsement of the safety drive. 

The “Kids Love Life . . . Drive 
Lovingly” phrase was to be used on 
red, white and black bumper strips 
measuring 18x4” with an adhesive 
backing but without any Keebler 
identification. Posters 22x28” and 
35x45” with the safety slogan, and 
showing a black and white photo- 
graph of four laughing youngsters 
carrying books on the run to school, 
were to be printed for displays near 
schools, in store windows, and on 
transit and city vehicles. The post- 
ers were eventually printed on var- 
ious weights of paperboard for spe- 


councils, 


For supermarket use, price cards were prepared that could be 


used with the grocer’s favorite product, without any reference to Keebler. There were 
also, of course, posters to promote Keebler cookies 
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HOW TO GET A SALES MESSAGE OFF THE GROUND 


This deft and tasteful insert for the Tactair Valve Divi- 
sion of Aircraft Products Company utilizes striking 
photography and imaginative design to endow the 
product with visual interest far beyond the ‘‘nuts and 
bolts’’ category of yesteryear. Credit, too, the choice 
of West Virginia’s Sterling Offset Enamel for faithful 
reproduction of the whole. 


Sterling Offset Enamel reproduces color with admir- 
able fidelity, because of its uniformity, exceptional 
gloss, and remarkable whiteness. It is also moisture- 
stabilized which aids you in maintaining register at 
high press speeds. 


Whatever your paper requirements, it will pay you to 
look into West Virginia's direct sales policy and tech- 
nical service program. For full information, write West 
Virginia Pulp and Paper Company, 230 Park Avenue, 
New York 17, N. Y., or call an office listed below. 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO a FR 2-7620 NEW YORK @ MU 6-8400 West Vi r in ia 
CINCINNATI @ RE 11-6350 PHILADELPHIA @ LO 8-3680 G 
DETROIT @ DI 1-5522 PITTSBURGH a CO 1-6660 

SAN FRANCISCO os GA 1-5104 


in Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, : : 


St. Louis and St. Paul, ask operator for Enterprise Service. 


THIS INSERT LITHOGRAPHED ON STERLING OFFSET ENAMEL 25x38 —100¢ 
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Where on earth ...or in outer space...do you need the 
precision of Tactair valves? Like you, our interest is focused on missiles, 


space 


“a In advertising to missilemen, Tactair insists on the kind of print- 
co C 


ing that reflects the quality and precision of Tactair Valves, so 

> 100¢# Sterling Offset Enamel was a natural choice for this insert. 
Production Data: Advertising Agency: Harris D. McKinney, Inc., 
Philadelphia; lithographer: Harrison Color Process, Philadelphia; 
Press Equipment: 26 x 38 two-color. 
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tomorrow, if you will tell us what you are looking for today. Tactair Valve Division, Aircraft 
Products Company, Bridgeport, Pa. BRoadway 5-1000. 


JACTAIR 
2 CONTROL, SELECT, BRAKE, RESTRICT, CHECK... with R 


AIRCRAFT PRODUCTS CO. 
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381 Chapters 


Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
**SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois S$t., Chicago 


I want———_—_——— copies of SALESENSE IN 
ADVERTISING. If I am not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in full. 


AR-1 


Address —--—- -—___— — — -—__- 

City ——_—_—-_ Z —— State 

0 I am enciosing my check for $ ———— 
0 Bill me later () Bill my firm 
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Big Stuff 

The art and slogan 
were adapted, 

in full color, 


to 24-sheet posters 


cific applications. Some were coatéd 
with varnish and the edges sealed 
with wax to withstand the weathe 
in outdoor displays. 


> To effectively, yet discreetly, 
carry the safety program and the 
Keebler firm into a concurrent bag 
cookie promotion, the same black 
and white photograph of the young- 
sters was suggested for store end 
and island displays of the cookie 
line with the alteration in the 
theme to be “Kids Love . . . Keeb- 
ler Cockies.” Rolls of gummed- 
back shelf tape with both themes 
would also be made available. 
So that 

merchandise 


store could 
other such as 
bananas, candies, preserves and ice 
cream simultaneously with the 
Keebler bag cookie promotion, 14x 
11” price cards were to be offered. 
In the same size and type letters 
used on the printed safety matter, 
the price cards read “Kids Love 

’ and the product could be filled 
in by the manager. 

Both the safety material and the 
cookie promotional material 
to be supplied to stores in kit form. 
Kits would be supplied to man- 
agers agreeable to Keebler “Must” 
displays of at least one week at any 
time during the last week in Au- 
gust and the month of September 


managers 
foods, 


were 


> An advertising campaign was 
outlined in which multi-color 
newspaper advertisements, from 1,- 
000 lines, to full page, would be 
carried in 34 newspapers in the 
Keebler marketing area. In addi- 
tion, one-minute jingle commer- 
cials would be aired in a saturation 
schedule over 71 radio stations. In 
keeping with the coordinated safe- 
ty-merchandising program, the 
commercials would feature’ the 
voices of a boy and a girl. At the 
conclusion of the jingle, an adult 
male asked listeners, “Now 
that school’s open, remember 
‘Kids Love Life Drive 
ingly.” 

Lewis 


voice 
Lov- 
informed 


and Gilman 


Keebler executives that shocking 
accident statistics showed there was 
a definite need for a safe driving 
campaign in the early Fall. The 
agency found that during 1960, 
some 4,000 youngsters under 15 
years old, the majority of whom are 
under ten, would be killed in traf- 
fic. Furthermore, approximately a 
quarter of a million children would 
be injured by automobiles. On the 
strength of these facts, the agency 
felt that parents would credit Keeb- 
ler for its interest in child safety. 

Under the direction of John C. 
Belfield, agency president and 
Keebler account supervisor, the co- 
ordinated advertising and _ public 
relations program of the “Kids Love 
Life . . . Drive Lovingly” campaign 
was begun. Sharing in the adver- 
tising phase of the campaign and 
outlining the plan to Keebler dis- 
trict, division and agency managers 
were Keebler’s marketing manager 
Edward A. Oberhuber and Lewis 
& Gilman account executive W. 
Richard Park. 

Lewis and Gilman’s art director 
on the project, Thomas R. Irons, 
worked closely with the Howard 
Biddle Printing Co., Philadelphia, 
in the offset printing of the signs, 
posters and bumper strips. 

Publicizing the child safety drive 
throughout the Keebler marketing 
area of the Middle Atlantic states 
and Florida was handled by John 
J. Porreca, Keebler sales promotion 
manager, and Scott Verner and 
Richard A. Cleveland, agency rep- 
resentatives for public relations. 


> On July 14, a managers’ meeting 
was called by John L. Lawver, vice 
president in charge of sales, to 
outline the September campaign. 
The importance of such a_ public 
service program was emphasized in 
an opening address by Police Cap- 
tain Joseph Cunnane, of Philadel- 
phia’s Accident Prevention Depart- 
ment, who commended the com- 
pany’s civic interest in undertaking 
the “Kids Love Life Drive 
Lovingly” drive. 


As described by Wendell P. 





Point 0; PURCHASE 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control. 
Priced attractively and competitively. Send 
for information. 


Hartland Plastics, Inc., Dept. R, Hartland, Wis. 


A Glittering 
GOLDEN EAGLE 
of Heroic 
Proportions 
in perfect detail 


OLD HICKORY 
GOLDEN 
TROPHY 

PACKAGE 


YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

m= famous Pratt Institute - 
™ on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


Boarsons PAPER DIVISION 


MATIOHAL VULCANISED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 


ee 
/ 
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NEW rinest pecats ever MADE 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without woter in ony weather. Best indoor, ovt- 
door emblems. More economical. Write for somples. Mode only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


Sa Conventions 
a Competitions 
= Promotions 


See the 


ga Sales Promotion Almanac 
for 1961] 


| $1 per copy 


AR Reprint Editor 
200 E. Illinois St., Chicago 11 





Nolan, Keebler president, the man- 
agers had a dual assignment ahead. 
They not only had to “sell” store 
managers on the campaign and re- 
quest “must” displays, but also they 
would be seeking endorsement of 
the safety program from police de- 
partments, municipalities, schools, 
and civic groups in their respective 
marketing locations. 

Each Keebler representitive was 
given sample bumper strips, posters 
and flip chart presentations which 
outlined the salient points of the 
promotion for meetings with chain 
store buyers. 

In the weeks following, orders 
from Keebler managers for bumper 
strips and posters for public dis- 
plays poured into Keebler’s Phila- 
delphia offices. These were proc- 
essed by a special staff headed by 
Mr. Oberhuber and Mr. Porreca 
and deliveries were made by regu- 
larly scheduled Keebler trucks in 
the various areas. Approximately 
a quarter of a million printed pieces 
were used during the program. 

Information on the orders telling 
where and by what group the 
material was to be used was passed 
on to Mr. Cleveland and Mr. Verner 
who prepared news releases for in- 
dividual community newspapers 
announcing the endorsement of the 
Keebler “Kids Love Life . . . Drive 
Lovingly” campaign by the specific 
group. 


> In Keebler’s home town of Phila- 
delphia, city departments were con- 
tacted for support. The city’s De- 
partment of Streets backed the plan 
by placing posters on some 400 
trucks throughout the city. Posters 
were set in display frames at vari- 
ous busy intersections in the city. 

The Keystone Automobile Club, 
with a membership of some 150,000, 
subscribed to the Keebler safety 
campaign by using bumper strips on 
its fleet of highway patrol motor- 
cycles, repair trucks and _ jeeps 
throughout the club’s membership 
area of Pennsylvania, New Jersey, 
Maryland and Washington, D. C. 

The Philadelphia Transportation 
Co. took part by adapting the 
bumper strips for bus and trolley 
window signs. 

The Philadelphia Chamber of 
Commerce eagerly responded with 
endorsement of the drive and pub- 
licized the campaign in its widely- 
read weekly newspaper. The Cham- 
ber’s Safety Council called the 
“Kids Love Life... Drive Lovingly” 
drive “one of the finest child safety 
programs ever undertaken.” 

One of the most important or- 
ganizations to lend its name in sup- 
port of the program was the Bell 
Telephone Co. of Pennsylvania. 








IDEA NO. 183 


Vive la Kleen-Stik! 


To promote their Paris-produced 
drycleaning compound in the U.S. 
market, International Selling 
Corp., of N.Y.C., needed merchan- 
dising on the “‘different’’ side. 
Intsel’s Lee Rogers commissioned 
Burlingame-Grossman Adver- 
tising, Chicago, to create a pro- 
ram around a “‘French-y’”’ theme. 
One outcome was this colorful 
Kleen-Stik drum label, easily af- 
fixed to the curved metal surface. 
Chic lithography by Northwestern 
Printing House, Inc., Chicago — 
Bob Lowitz as le liaison. 


worLp’s MOST NTS 
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=e GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


K-S Puts 
Bears 
On Top 
of Bars 


IDEANO.184 


The Frank Fehr Brewing Co., of 
Louisville, Ky., promotes its ““bear”’ 
of a beer with clever displays. One 
is this “‘flag-pole’’ —a tall wire hold- 
ing interchangeable signs. The card- 
board base is anchored with strips 
of Dubl-Stik—the self-sticking, 
strong-sticking, Jlong-sticking ad- 
hesive. Another is the cute die-cut 
bear, readily attached to back-bars 
and other choice spots with more 
Dubl-Stik strips. M. R. Kop- 
meyer Ady. Agency did the de- 
sign,while Hubert Pettigrew. Pres. 
of ABC Screen Process Co., Louis- 
ville, engineered the production. 


Selling beauty or the beast, 
Kleen-Stik P.O.P. displays 
and labels give you most re- 
sults for the least. See your 
regular printer, lithographer, 
or silk screener for ideas...or 
write direct—today! 


MILS-N331M HLIM'**dN Lt daaM***dN LI L139 





If it’s made of 
WIRE 


get in touch with 


FASFORM 


Just tell us what you need, and if it 
can be formed with wire we'll give 
you a blueprint and a cost estimate. 
Write Fasform Formed Wire Products 
Division, Heller Roberts Manufactur- 
ing Corp., 6115 Carnegie Ave., 
Cleveland |, Ohio. 


HELLER ROBERTS 


Manufacturing Corporation 


Displays 


Custom-Made and Stock Displays 
PENNANTS 


VERTICAL POLE DISPLAYS 


LETTER-BANNERS 


WINDOW DISPLAY 
LETTERS 


PROPELLER 
PENNANTS 


—eETerom §«POSTERS AND 
BANNERS 


5 Le 


Write for FREE CATALOG 
The Pratt Poster Co. 
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For Trucks . . . A smaller version was 
used on telephone company and other 
trucks. Bumper strips were also distrib- 
uted. 


“Kids Love Life . . . Drive Loving- 
ly” posters were on all telephone 
repair trucks and other Bell vehicles 
in Pennsylvania, New Jersey and 
Delaware. 

Also offering significant endorse- 
ment were the Safety Councils of 
New Jersey, Delaware, Philadelphia 
and Baltimore. The City of Pitts- 
burgh gave its wholehearted sup- 
port to the drive. 

Some of the communities, both 
large and small, that took part in the 
drive were Allentown, Johnstown, 
Coraopolis, Mt. Union, Philipsburg 
and Punxsutawney in Pennsylvania; 
Newark, Atlantic City, Fair Lawn, 
Irvington and Jersey City in New 
Jersey; Wilmington, Del.; Salisbury 
and Cumberland, Md.; New Ro- 
chelle, N.Y.; Petersburg and Wes- 


Magnetic Surface Featured 
in New Flexible Tape 


A flexible tape with a magnetic 
surface has been introduced by 
Magnetics Corp., Leeds, Mass. 

Marketed under the name of 
“Magnyl,” the material is a vinyl 
tape into which finely divided mag- 
netized particles are uniformly dis- 
tributed to make the entire surface 
of one side a permanent magnet. 

The non-magnetic side can be 
molded, embossed, hot-stamped, 
printed, silkscreened or laminated 
with printed or unprinted foils, 
films or papers. It can be cut with 
a scissors or die-cut in mass pro- 
duction. 

Magnyl is available in stock in 
standard bulk rolls, dark brown, 
in widths from 5/16” to 2” and in 
thicknesses from 1/16” to 1%”. 
Special widths, thicknesses and col- 
ors are available on order. 

Suggested advertising applications 
include Magnyl’s use with die-cut 
letters and figures for display of 
prices on products made of steel; 


ton, W. Va.; Savannah, Ga.; Jack- 
sonville and Dade County, Fla. 


¥ News releases and photographs on 
the progress of the drive were sent 
to and published by the Philadel- 
phia press. As various municipalities 
and civic groups in the Keebler 
marketing area were contacted by 
Keebler managers and their sup- 
port gained, news stories using the 
names of mayors, local police offi- 
cials, club presidents, etc., were 
sent to the newspapers in these 
areas. 

At Lewis & Gilman’s suggestion, 
35 radio stations broadcast the mes- 
sage, “Now that school’s open, re- 
member, Kids Love Life . . . Drive 
Lovingly,” on station breaks as a 
public service. 

While the expansive advertising 
and public relations effort was be- 
ing undertaken by the agency, 
Keebler representatives were call- 
ing on large food store chains and 
independent grocers. Most chain 
executives and store managers were 
enthusiastic about the plan and 
eager to associate their business 
with the public service program. 

Among the chains that endorsed 
the drive and conducted one-week 
“must” displays of Keebler bag 
cookies in certain areas were the 
A & P, American Stores, Penn 
Fruit, Grand Union, First National 
Stores, Bohack, Safeway, Publix 
Markets, Food Fair, Winn-Dixie 
and Thorofare. 44 


calendars of events for hotels, 

theaters and museums, and trade- 
mark plaques. 

An illustrated folder is available. 

- for more details circle 115, page 123 


Scintillating Sign Ideas 
Seen in New Material 


Information on a colored foil sign 
material that provides motion, light 
and color without operational equip- 
ment is available from the Vibrite 
Corp., Milwaukee. 

Available in sheet form, each 
sheet of Vibrite contains 176 1” hex- 
agons of layered foil material. The 
bottom layer is of securely fast- 
ened quilted aluminum, die-cut in 
a hexagon shape. The top layer is 
of thin, reflective aluminum ma- 
terial in the same color as the bot- 
tom layer. This top layer is fast- 
ened only in the middle with each 
of the six hexagon parts cut to 
flutter free by air activation. The 
under side of the top layer is alu- 
minum colored to give greater color 





They do it with modern, compelling Plasti- Line 
signs.... day and night. That’s why we have 
become leaders in plastic sign planning, design 


and production. 


Rated Firms Write Dept. 4 for FREE Illustrated Brochure 


SUCCESS 
- 


Plastf-line inc. 


Knoxville Tennessee 
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Z0n’t get caught 


with 


=, \ MEYERCORD 
or 


Pressure 
Sensitive 


\ »\ \ DECALS ox 
, b= 0) DRI-MARK 


Do you want to get 
more of your signs “up’ 
at the Point-of-Sale? 
Naturally! The big question 
.. how? Hundreds of 
leading national and regional 
Point-of-Sale advertisers have 
found the best answer in years 
. in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressur 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It’s simply 
a few seconds’ task to install Meyercord 
Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 
doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 
. Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a 
line . . . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


the MEYERCORD co. 


Dept. A-207, 5323 West Lake Street, Chicago 44, Illinois 
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contrast as the hexagon sides flutter 
up. 

Suggested applications for Vibrite 
include its use in poster panels, 
painted bulletins, spectaculars, neon 
sign, transit ad panels, point-of- 
purchase displays, etc. 

Samples and complete details are 
available. 

- for more details circle 116, page 123 


Wire in Product Design 
Described in Manual 


The possibilities of wire and strip 
metal construction in product de- 
sign are detailed in an illustrated 
manual from E. H. Titchener & Co., 
Binghamton, N.Y. 

Actual case histories showing how 
design engineers used wire and strip 
metal components as an _ integral 
part of the product design are fea- 
tured in the manual plus some valu- 
able definitive sections listing the 
types of wire available for compo- 
nent construction, the most popular 
finishes and wire sizes. 

Also included in the Titchener 
booklet are the variety of threading 
and forming treatments possible 
when using wire in the product de- 
sign. 

- for more details circle 117, page 123 


New Brochure Features 
Vizupole Display Ideas 


A new brochure on junior Vizu- 
poles and their versatility in the art 
of display has been released by the 
L. A. Darling Co., Bronson, Mich. 

The display poles are of aluminum 
and can be used singly or with lat- 
eral joiners and display attachments 
for a combination of merchandising 
effects. 

They are available in _ tension 
spring style or in a semi-permanent 
variety that fastens to floor and ceil- 
ing. Black or natural finish. 

- for more details circle 118, page 123 


Do-It-Yourself Sign . . . Nee sign ‘kit 
from The Don Hall Co. has permanently 
magnetized letters in fluorescent color 
and easel-back background panel for 
counter or wall display. 
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anniversary (Equitable), by Etna M 
Kelley .. . Sept 47 

How to celebrate a multi-faceted an- 
niversary (KFUO), by Mildred Weiler 
Sept 54 

A money tree belongs in a bank 

. Nov 106 


What to do when you're 125 (Orr 
Iron), by Bette Macon Dec 99 


ANNUAL REPORTS 


The preparation of the annual re- 


port, Don A. Talucci, ed April 
26 


APPLIANCES 


How to run a contest with a sports 
theme (General Electric), by E. P. 
Doles and B. J. Werges .. . Sept 76 
Jackpot draws early morning audi- 
ence, by Roger W. Dana... April 
82 

OMower car magic (Homelite) 
April 84 
Running an exhibit without exhibi- 
tors (Union Electric), by Mildred 
Weiler ... May 113 
Using the election to sell appliances 
eee by J. Gilbert Baird 

Dec 25 

x merks the photo oo by Robert 
W. Gibson... . Jan 9 
Youngstown story I: : for quality in 
promotion (Youngstown Kitchens), 
by Robert B. Konikow ... Jan 21 
Youngstown story II: 52 promotion 
ideas for a low budget .. . Jan 25 


Youngstown story III: How to be the 
star of the home show Jan 29 


ART 


®Advertising directions, Edward Gott- 
schall and Arthur Hawkins, ed... . 
March 21 

®Anatomy of lettering. by Russel! Lak- 
er... Nov 28 
Art directors choice .. . June 74 
Art for the comic sections . . . Oct 80 

@Commercial art as a business, by 
Fred C. Rodewald and Edward M 
Gottschall .. . Nov 28 
Designs to sell service (Swiss Tele- 
phone), by Maurice Bensoussan ... 
March 78 
Get out of that maze, by Dale Nich- 
ols... Aug 93 

@How to cut drawings on scratch- 
board, by Merritt Cutler... May 14 
How to prepare art for silk screen 
printing, by Edith Pilpel .. . Jan 86 

@Magazine illustration, by Francis 
Marshall Nov 2 

®Modern Publicity, 1959-60, Wilfred 
Walter, ed... . Aug 2] 

@The print, by Adele Lewis et al 

ec 

Recipe for art files, by Esther M 
Harris . . . April 120 
Standards for R.O.P. color. . . March 
96 

@The 38th annual of advertising and’ 
editorial art & design . March 21 


ASSOCIATIONS 


BEncyclopedia of American associ- 
ations, geographical index .. . July 
18 


How to use direct mail to promote a 
convention (DMAA), by Dick Hodg- 
son... Jan 77 


AUDIO-VISUALS 


The audio-visual equipment direc- 
tory. James W. Hulfish Jr., ed 
July 19 
Commercials that speak in many 
languages (Cluett-Peabody), by 
Maurice Bensoussan ... Nov 114 
How to buy desktop filmstrip projec- 
tors, by Robert B. Konikow . .. Aug 
79 


Punctuation plays its part in produc- 
tion of films, by John Battison . . 
Aug 85 


OTitle tale (Colburn Lab.) . July 47 
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What you need to know about film- 
strips/slide shows, by Herbert C 
Rosenthal . . . July 49 

When ‘do-it-yourself’ works in mo- 


tion picture production (Smith 4& 
Loveless), by Art Parchen . Sept 
11] 


AUTOMOTIVE 


Breaking through with a musical 
(Carter Carburetor) .. . July 41 


A compact design program (Re- 
nault), by Maurice Bensoussan ... 
June 111 

Do-it-yourself slides add tv impact. 
by Bert Goldrath . . . May 100 
OFollow thru—promotion for profits 
(Internationel Harvester) .. . Feb 41 
A die-cut ad in _ run-of-the-book 
(Worthington) .. . March 88 

How to introduce a new automobile 
(Oldsmobile), by Haviland F. Reves 
.. July 25 

A low-cost exhibit with high pulling 
power (Sports Cars Illustrated) . . 
Oct. 113 


Making a fortune with fortune cook- 
ies (Brooks Chevrolet), by Ellis 
Brooks. . . Oct 92 


Meet Freshie, Delco’s super sales- 
man... Feb 43 


OThe 1960 cooperative advertising 
plan (International Harvester) 
July 46 


Planning permits Gale to compete 
with the giants, by W. R. Parker 
June 93 

Shooting for design and _ color 
(Champion Spark Plug), by Thomas 
G. Mc Hugh... . July 55 


When an agency edits an external 
(Fuller Mig.) . . . March 85 


Why Bowes uses cheesecake 
April 74 


AVIATION 


Simulated flights stimulte sales (Chi- 
cago Aerial Industries) Feb 5] 


AWARDS 


American film festival report 
June 39 

Art directors choice . June 74 
Prize winning printing .. . June 104 
OWThe 38th annual of advertising and 
editorial art & design March 21 


Sales promotion—part of Honeywell 
management, by Robert B. Koni- 
kow May 23 

Specialty advertising at work 
Sept 82 

Tomorrow's package today May 
73 


The year’s best direct mail Nov 


BALLOONS 


How to buy balloons, by Robert B 
Konikow . April 44 


BANKS 


Bank uses real boat on sign (Ist 
National Bank, San Diego), by Vir 
ginia Patton . . . June 88 

How banks use mail (Ist National 
Bank, St. Louis), by C. Arthur Hem- 
minger .. . Sept 36 

A money tree belongs in a bank 

Nov 106 


The way to a depositor’s heart (Lin- 
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coln Savings Bank, Brooklyn), by 
John L. Corvaia. . . July 72 


BEER & LIQUOR 


How a premium sold premium beer 
(Amstel), by Bette Macon ... Feb 
77 

How Can-Can time sold more cans 
(Lone Star Brewing). by Mildred 
Weiler. . . March 111 


BEVERAGES 


OMerchandising in action (Wheeling 
Steel) ... Jan. 74 
To get displays, try a contest (Pepsi 
Cola), by Phil Seitz ... March 55 
OWonderful world (Coca-Cola) 
Nov 118 


BINDING 


Put a cover on it, by Ken Nelson 
May 81 


BOOK REVIEWS 


Acronyms dictionary .. . Sept 21 

Advertising directions, by Edward 
Gottschall and Arthur Hawkins, ed 
... March 21 o 


Advertising in America, by Poyntz 
Tyler, ed... . May 13 


Alcoa's book of decorations, by Con- 
nie Van Hagen .. . July 18 


Alphabet thesaurus, by Edward 
Rondthaler . May 13 

Anatomy of lettering, by Russell 
Laker . . . Nov 28 

The armchair theatre, by Weiden- 
feld and Nicholson ... Oct 18 


The art and craft of screen process 
printing, by Albert Kosloff . Aug 
20 

The audio-visual equipment direc- 
tory, James W. Hulfish Jr., ed 

July 19 

Bacon's publicity checker, 1960 
March 21 


Casebook of successful ideas for ad- 

vertising and selling, by Samm S 

Baker ... April 27 

The changing picture in video tape 
Feb 21 

Close-up—on writing for television. 

by Arthur Hailey Aug 21 

Commercial art as a business, by 

Fred C. Rodewald and Edward M 

Gottschall . . . Nov 28 

A copyright guide, by Harriet F. Pil- 

pel and Morton David Goldberg 

Nov 28 

Creative selling. by Charles F. Lohse 

Dec 18 

Decorative alphabets and initials. 

by Alexander Nesbitt ... June 13 

Directory of advertising, marketing 

and public relations education, Elon 

G. Borton, ed. . July 19 

Employee Publications, by William 

C. Halley Feb 20 

Encyclopedia of American associ- 

ations, geographical index July 

18 

Engineering & technical conventions, 

by Deutsch and Shea July 18 

Exhibition and display, by James 

Gardner and Caroline Heller 

Aug 20 


Explorations in communications, Ed- 
mund Carpenter and Marshall Mc 
Luhan, ed.. . . Sept 21 


A grammar of the film, by Raymond 


Spottiswoode . . . April 27 


Handbook of public relations, by 
Howard Stephenson ... Nov 28 

A handbook of the foreign press, by 
John C. Merrill . . . Feb 20 

How industry buys, by Dr. D. H 
Thain... Jan 18 

How to cut drawings on scratch- 
board, by Merritt Cutler... May 14 
The 100 greatest advertisements, by 
Julian L. Watkins . . . April 20 
Idea-tracking. by Frank Alexander 
Armstrong .. . Dec 18 

Indexes and indexing. by Robert L 
Collison . . . March 22 

Industrial design in the United 
States, by the Organization for 
European Economic Cooperation ... 
Feb 21 

International directory of advertising 
agency networks, by W.H. Long... 
June 13 

International paper pocket pal ... 
Aug 20 

It's good public relations, by Ed- 
mond D. Boles . . . April 27 

Jail keys made here, by Lee Boltin 
...Jan 18 

Key audiovisual personnel, 1959-60, 
compiled by Annie Rose Daugherty 
‘are Se 

Magazine illustration, by Francis 
Marshall .. . Nov 28 

Mike & screen press directory and 


newsguide, M. A. Durso, ed. 
Oct 18 


Modern publicity, 1959-60, Wilfred 

Walter, ed... . Aug 21 

On the writing of advertising. by 

Walter Weir... May 13 

The operators, by Frank Gibney 
. . Oct 18 

The package, by Mildred Constan- 

tine .. . May 13 

Packaging. Walter Herdeg, ed 

April 26 


Packaging for sales and shipment. 
by American Management Associ- 
ation ... May 15 

Packaging with plastics, by Amer- 
ican Management Association 
Feb 20 

Paper, the fifth wonder, by J. H 
Ainsworth . July 18 

Photo-offset fundamentals, by John 
E. Cogoli .. . Dec 21 

Planning for better imposition, by 
H. Wayne Warner April 27 

The preparation of the annual report, 
Don A. Talucci, ed . April 26 
The print, by Adele Lewis Dec 
21 

Productive thinking, by Max Wer- 
theimer .. . Feb. 20 

The professional journalist, by John 
Hohenberg June 13 

Profitable newspaper advertising, by 
Edmund C. Arnold . July 18 
Rights and Writers, by Harriet Pilpel 
and Theodora Zavin Dec 21 
Salesmanship, by J. W. Thompson 
and S. J. Shaw .. . Aug 20 

Say it safely, by Paul P. Ashley 

Jan. 18 

The secret of being a somebody. by 
Fred Manchee Dec 18 


Shopping towns USA, by Victor Gru- 
en and Larry Smith . Aug 20 


The strategy of desire, by Ernest 
Dichter . . . Dec 18 


Successful writers and how they 





work, by Larston Farrar 
22 


.. March 


Symbology. Elwood Whitney. ed 
Sept 21 

TV tape commercials, by Harry 

Wayne McMahan ... June 13 

Taken at the flood, by John Gun 

ther . Dec 21 


Testing: the scientific approach to 
direct mail .. . July 19 


They laughed when I sat down, by 
Frank Rowsome Jr... . April 27 

The 38th annual of advertising and 
editorial art and design ... March 
21 


The view from the fortieth floor, by 
Theodore H. White . . . Sept 21 


Watching out for Dulie, by David 
Westheimer ... July 18 

Who's who in public relations, Rob- 
ert L. Barbour, ed... . Jan 18 
William Gaxton and his critics, by 
Curt F. Buehler... June 13 

The writer and his markets, by Paul 
R. Reynolds. . . April 26 


BUILDING PRODUCTS 


How design unified a product line 
(U.S. Plywood) ... April 7] 
How sales promotion sells houses 
(Owens-Corning), by Walter J 
Stroud .. . June 37 
How to photograph a roof (Carey 
Mfg.) April 116 

Olmagination takes the floor with Am- 
tico Oct 132 


Miami's permanent building exhibit 
Feb 55 


ONew fastening methods (Huck Mfg. 


Co.) .. . May 105 


OThe new look in modern farming 
Oct 132 


Planned packaging can be economi- 
ical and effective (Turner Corp.) 
Aug 91 
Selling buildings by mail (Stran 
Steel) .. . May 117 

OToday’s homes: a special report 
(Celotex) Sept 123 
Training on wheels 


(Armstrong 
Cork), by H. C. Long Jr 


April 105 


CALENDARS 


How Kemper (insurance) buys its 
calendars, by Clive R. Bishop . . 
June 66 


CARTOONS 


Meet Freshie, Delco’s super sales- 
man... Feb 43 


CATALOGS 


Instant photos for an inexpensive 
catalog (D. Myers), by Leon M 
Katz March 73 

Making color photography go far- 
ther in a unified catalog (Bruns- 
wick-Balke-Collender), by Kenneth 
E. Markel. . . May 121 


Planning permits Gale to compete 
with the giants, by W. R. Parker 
June 93 


Why—and how—Lionel produced its 
own catalog .. . April 87 


CHRISTMAS 


AR’‘s portfolio of gift ideas, by Bette 
Macon... Oct 94 


Buying business Christmas gifts, by 
Robert B. Konikow .. . Oct 85 
Checklist for holiday planning ... 
Oct 109 

What Johnson’s Wax gives for Christ- 


mas, by William R. Gerler . . . Oct 
104 


CLOCKS 


Outdoor clocks as an advertising 
tool, by Russell W. Vance ... . April 
127 


CLOTHING 


Commercials that speak in many 
languages (Cluett-Peabody), by 
Maurice Bensoussan ... Nov 114 
How to stretch an idea (Tom Saw- 
yer) ... April 98 
Instant photos for an inexpensive 
catalog (D. Myers), by Leon M 
Katz . . . March 73 

OThe pair that got away (Gardner 
Productions) .. . Sept 125 
Promoting with pajama premiums 
(Englander), by Burt Goodman ... 
Dec. 95 


COLOR 


OMake color your business (Eastman 
Kodak) .. . March 65 
Shooting for design and _ color 
(Champion Spark Plug Co.), by 
Thomas G. McHugh ... July 55 
Standards for R.O.P. color. . . March 
96 
What you should know about elec- 
tronic color engraving. by J. A 
Hyatt .. . Feb 59 


COMMUNICATIONS 


OCash on your line (Bell Telephone) 
. Sept 124 
Designs to sell service (Swiss tele- 
phone), by Maurice Bensoussan... 
March 78 
When art sells hard (Southwestern 
Bell), by Mildred Weiler . . . Oct 5] 


CONSTRUCTION 


OChemico builds a urea plant... 
March 64 
Exhibit sells homes (Heftler), by 
Edward G. Dickson ... April 114 
House in a station (Charlex), by Ted 
Sanchagrin .. . March 108 


OHouse of ease (Reynolds Aluminum) 
... March 64 


CONTESTS 


How to run a contest with eleven 
co-sponsors (Kaiser), by Ed Sachs 
: = Fey 72 

How to use a contest to measure an 
audience (WCAU), by Allen Som- 
mers... Aug 108 

How to run a contest with a sports 
theme (General Electric), by E. P 
Doles and B. J. Werges Sept 76 
Jackpot draws early morning audi- 
ence, (Druck’s Electric), by Roger 
W. Dana... . April 82 

A quality contest for a quality prod- 
uct (Shure Bros.), by F. V. Machin 
... July 69 

Running a contest by direct mail 
(Transcon), by Phil Seitz. . . Aug 31 
To get displays. try a contest (Pepsi 
Cola), by Phil Seitz . . . March 55 


CONVENTIONS 


. . and Cobo Hall too, by Haviland 

F. Reves .. . Dec 71 

WEngineering and technical conven- 
tions, by Deutsch and Shea 
July 18 
How to use direct mail to promote a 
convention (DMAA), by Dick Hocg- 
son... Jan 77 
Meet McCormick Place, by Robert B 
Konikow . . . Dec 64 


CORRUGATED 


Corrugated goes beautiful, by Ed 
Sachs... Aug 52 


COSMETICS 


From art director to stand-in to 
model (Old Spice) .. . Oct 79 
A film to sell overseas (Revlon), by 
Warren E. Adams... Jan 33 


COUPONS 


How to use coupons, by E. G. Bent- 
ley Jan 


CREATIVITY 


How to be different in point-of-pur- 
chase, by Leo J. Fidler . Aug 41 

Bldea-tracking, by Frank Alexander 
Armstrong . Dec 18 


Olmagination at work (Roundtable) 
May 105 


BSymbology. Elwood Whitney, ed 
Sept 21 


DEALER PROGRAMS 


OFollow thru—promotion for profits 
(International Harvester) .. . Feb 41 


Helping dealers helps sales (Bell & 
Howell), by Carl G. Schreyer... 
Dec 34 


How to make factory promotions 
work, by Philip S. Nelson ... Aug 
25 


A local sign program with national 
impact (Hartford Fire Insurance) 
Feb 93 

OMerchandising in action (Wheeling 
Steel) .. . Jan 74 


OThe 1960 cooperative advertising 
plan (International Harvester) .. . 
July 46 
Sales promotion sells more than ad- 
vertising (Indian Head), by Robert 
M. Graham .. . June 33 


Training on wheels (Armstrong 


Cork), by H. C. Long Jr. ... April 
105 


Twenty ways to get your p.o.p. used 
. . Jan 69 

Using the election to sell appliances 

(Westinghouse), by J. Gilbert Baird 

+s. eS Be 

Youngstown story II: 52 promotion 

ideas for a low budget (Youngstown 

Kitchens) Jan 25 

Youngstown story III: How to be the 


star of the home show (Youngstown 
Kitchens) . Jan 29 


DEPARTMENT STORES 


How to design better newspaper ads 
(Macy's), by Morris L. Rosenblum 
Nov 45 


How a skating rink helped build 
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shopping (Gimbel’s), by Christian 
Mattie Jr . Oct 116 


DESIGN 


BAlcoa’s book of decorations, by Con- 
nie Van Hagen... July 18 


Anatomy of lettering, by Russel Lak- 
er . Nov 28 


Art directors choice ... June 74 


The birth of a new package (Bel-air 
cigarets) Feb 86 

A compact design program (Re- 
nault), by Maurice Bensoussan 
June 111 


Design for corporate communication. 
by Hap Smith. . . March 39 
Designs to sell service (Swiss tele- 
phone), by Maurice Bensoussan.. 
March 78 

@Exhibition and display, by James 
Gardner and Caroline Heller 
Aug 20 
Have fun with type May 66 
How design unified a product line 
(U.S. Plywood) ... April 7! 
How layout can beat the premium 
position charge, by William Lang 

. May 63 


How to design better newspaper 
ads (Macy's), by Morris L. Rosen- 
blum . Nov 45 
How to get a lively layout, by Ber 
nard Gelman... Aug 47 
How to plan a folder, by Ernest S 
Green Jan 83 

The 100 greatest advertisements, by 
Julian L. Watkins ... April 26 


@Industrial design in the United 
States, by the Organization for 
European Economic Cooperation 
Feb 21 
Making color photography go farther 
in a unified catalog (Brunswick- 
Balke-Collender), by Kenneth E 
Markel May 121 
@BModern publicity, 1959-60 
Walter, ed Aug 21 
Packages of note Dec 82 
BPackaging. Walter Herdeg, ed 
April 26 
Perspective on packaging . Jan 
62 
Planned packaging can be eco- 
nomical and effective (Turner Corp.) 
Aug 91 
Preparing a job for flexography. by 
Alexander R. Bradie Nov 94 
Prize winning printing June 104 
Repacking an entire product line 
(College Inn), by James H. Black 
Dec 77 
@Shopping towns USA, by Victor 
Gruen and Larry Smith Aug 20 
BSymbology. Whitney, ed 
Sept 21 
@The 38th annual of advertising 


and editorial art and design 
March 21 


Wilfrid 


Elwood 


DIE CUTTING 


A die-cut ad in 
(Worthington) 


run-of-the-book 
March 88 


DIRECT MAIL 


American Homes spectacular in- 
serts, by Allen Sommers Nov 89 


A checklist to evaluate your letters 
July 65 
How an agency picks specialties 
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(Esso), by Carl S. Auerbach 
Aug 102 


How banks use mail (First Natl. of 

St. Louis), by C. Arthur Hemminger 
Sept 36 

How direct mail sold space in a 

business magazine (Electronic Buy- 

ers Guide), by Bette Macon 

March 124 


How to get engineers to remember 
your advertising (Worthington), by 
Cy Freeman July 85 
How to get more for your direct mail 
dollar April 53 
How to handle inquiries promptly 
and personally (Bruning) .. . July 
59 
How to make a $250,000 sale by 
direct mail .. . July 62 
How to use direct mail to promote 
a convention (DMAA), by Dick 
Hodgson Jan 77 
Mailing lists, by Frederick Borden 
. Nov 71 

Printing and mailing from overseas 
(Sports Illustrated) Sept 31 
Promoting a premium by mail (Visk- 
ing). by Joseph Pollick March 
119 
Running a contest by direct mail 
(Transcon), by Phil Seitz... Aug 31 
Selling boxes by boxes (Union- 
Camp). by Allen Sommers... Oct 
61 
Selling buildings by mail (Stran 
Steel) May 117 

WTesting: the scientific approach to 
direct mail... July 19 
Using gimmicks in promotion (Wolv- 
erine), by H. A. Harty .. . June 63 
We got too much mail (Benton & 
Bowles), by Richard Essey . . . Dec 
87 
What do consumers think about di- 
rect mail, by Sidney J. Levy Oct 
60 
The year’s best direct mail Nov 
79 


DISPLAYS 


BAlcoa’s book of decorations, by 
Connie Van Hagen... July 18 


To get displays, try a contest (Pepsi- 
Cola). by Phil Seitz. . . March 55 


How to buy cut-out letters, by Ed 
Sachs . July 74 


Is your trademark as effective today 
as it was yesterday, by Gerald W 
Tasker .. . Dec 38 


A money tree belongs in a bank 
Nov 106 


OScintillite, 1 & Il. . . Dec 93 


What's popping in point-of-purchase 
Nov 123 


When art sells hard (Southwestern 
Bell), by Mildred Weiler . . . Oct 5l 


DUPLICATE PLATES 


The ABC of duplicate platemaking. 
by J. Homer Winkler . . . Jan 49 


ELECTRONICS 
A quality contest for a quality prod- 
uct (Shure Brothers), by F. V. Mach- 
in July 69 

EMPLOYE RELATIONS 


Checklist for holiday planning . 
Oct 109 


How to dramatize safety (Daytc 
Rubber), by J. D. Hershey .. . Marc 
66 


ENGRAVING 
Standards for R.O.P. color 
96 


.. Marc 


What you should know about elec 
tronic color engraving. by | 
Hyatt... Feb 59 


ENTERTAINMENT 


To sell it. give it away, by Haviland 
F. Reves Feb 83 


ETHICS AND STANDARDS 


@The operators, by Frank Gibney . 
Oct. 18 


EXHIBITS 


. and Cobo Hall too, by Havi 
land F. Reves .. . Dec 71 
Are exhibits really worth while, by 
Clyde R. Dean .. . Aug 97 
BEngineering & technical conventions, 
by Deutsch & Shea... July 18 
Exhibit sells homes (Heftler), by Ed- 
ward G. Dickson ... April 114 
BExhibition and display, by James 
Gardner and Caroline Heller . 
Aug 20 
House in a station (Charlex), by 
Ted Sanchagrin ... March 108 
How to buy cut-out letters, by Ed 
Sachs July 74 
How to buy product replicas, by 
Bette Macon .. . June 47 
How to make health popular, by 
Richard D. Bonham ... April 108 
A low-cost exhibit with high pulling 
power (Sports Cars Illustrated) 
Oct 113 
Meet McCormick Place, by Robert B 
Konikow .. . Dec 64 
Miami's permanent building exhibit 
. Feb 55 
A mine at an exhibit (U.S. Steel). 
by William R. Fawcett . . . March 
105 
Perspective on packaging .. . Jan 
62 
Running an exhibit without exhibi- 
tors (Union Electric), by Mildred 
Weiler... May 113 
OShowcase for freedom . . . March 65 


Simulated flights stimulate sales 
(Chicago Aerial Industries) .. . Feb 
51 


Training on wheels (Armstrong 

Cork), by H. C. Long Jr. . . April 105 
OUncle Sam goes to the trade fairs 

. . . March 65 

Youngstown story III: How to be the 

star of the home show (Youngstown 

Kitchens) .. . Jan 29 


FILM REVIEWS 


The ages of time (Hamilton Watch) 
. . April 83 

All the way (Santa Fe Railroad) 
. . March 65 

American film festival report . 

June 39 

The art and beauty of cashmere 

(Dalton) ... Aug 90 

Cash on your line (Bell Telephone) 

Sept 124 
Castles in the sand 
Counseling Service) . . 


(Insurance 
. July 47 





Chemico builds a urea plant 
March 64 


Developing your sales personality 
(Dartnell) ... May 104 


The engineering of agreement . 
Nov 118 


The flower of Tampa ... Dec 93 


Follow thru—promotion for profits 
(International Harvester) .. . Feb 4! 


Functional photography in industry 
(Eastman Kodak) Feb 41 


The game's the same (Standard Oil) 
Jan 37 


The gooney bird (Solana Studios) 
. Sept 123 


How film is made (Eastman Kodak) 
_.. July 47 


How to get the most out of a film- 
strip (Eye Gate House) .. . May 105 


House of ease (Reynolds Aluminum) 
. . March 64 


Imagination at work (Roundtable) 
May 105 


Imagination takes the floor with 
Amtico .. Oct 132 


Interpretation in tones (Hammond 
Organ) Dec 94 

Key to merchandising (Gravure 
Technical Assoc.) Sept 123 
MAG (Life) .. . April 83 

Make color your business (Eastman 
Kodak) . .. March 65 

Man of property (H. D. Rose) 

Aug 88 

Meet photoscreen processing (East- 
man Kodak) .. May 104 
Merchandising in action (Wheeling 
Steel) .. . Jan 74 

Mmmm-what a year (Apeco) 

Aug 88 

Mower car magic (Homelite) . 
April 84 

The new look in modern farming 
(Stran-Steel) Oct 132 

New fastening methods (Huck Mfg.) 
... May 105 


The 1960 cooperative advertising 
plan (Int. Harvester) ... July 46 


The pair that got away (Gardner 
Productions) .. . Sept 125 


Psychological warfare against re- 
cessions (Advertising Council) 
April 84 

Saga in sugar (U & I Sugar) 

July 47 

The sale that turned the tide (Close 
& Patenaude) ... Feb 42 

Scintillite, I & II Dec 93 
Showcase for freedom .. . March 65 


Sky watch (Boeing Airplane) 
Nov 118 


Small town story (Grit) . April 84 
Smitty (McGraw-Hill) Aug 88 


Title tale (Colburn Laboratories) 
July 47 


Today's homes: a special report 
(Celotex) .. . Sept 123 


Type and its origin (Monsen) . . 
July 46 


Uncle Sam goes to the trade fairs 
.. . March 65 


The vicious circle (Calvin) . Oct 
132 


Westward Ho April 83 


The winning combination (Milprint) 
. . » Oct 132 


Wonderful world (Coca-Cola) 
Nov 118 


The world’s biggest sample case 
(Pilot) May 104 


FILMSTRIPS 


OCastles in the sand (Insurance 
Counseling Service .. . July 47 
How to buy desktop filmstrip pro- 
jectors, by Robert B. Konikow .. . 
Aug 79 

OHow to get the most out of a film- 
strip (Eye Gate House)... . May 105 

OThe 1960 cooperative advertising 
plan (International Harvester) 
July 46 

OType and its origin (Monsen) 
July 46 
What you need to know about film- 
strips/slide shows, by Herbert C 
Rosenthal .. . July 49 

OThe world’s biggest sample case 
(Pilot) .. . May 104 


FLEXOGRAPHY 


Preparing a job for flexography, by 
Alexander R. Brodie . . . Nov 94 


This is flexography. by Milton | 
Bennett Sept 95 


FOIL 


Printer solves sticky problem, by 
Mildred Weiler .. . June 98 


FOOD 


An outdoor campaign builds a com- 
pany image (Twine Pines), by 
Haviland F. Reves ... June 86 
Promoting a premium by mail (Visk- 
ing), by Joseph Pollick . . . March 
119 


Publisher/Ad agency develops food 
paper (Rutledge), by Mildred Weiler 
... Aug 66 


Repacking an entire product line 
(College Inn), by James H. Black 
Dec 77 

OSaga in sugar (U & I Sugar)... 
July 47 
A tv auction builds repeat sales 
(American Packing), by Mildred 
Weiler .. . July 44 


GASOLINE 


OThe game's the same (Standard Oil) 
«0 fa: ST 


How an agency picks specialties 
(Esso), by Carl S. Auerbach . . 
Aug 102 


Operation big change (California 
Oil), by Max F. Barry ... May 37 


GIFTS 


AR's portfolio of gift ideas, by Bette 
Macon. . . Oct 94 

Buying business Christmas gifts, by 
Robert B. Konikow .. . Oct 85 


Checklist for holiday planning 
Oct 109 


What Johnson’s Wax gives for Christ- 
mas, by William R. Gerler .. . Oct 
104 


GIMMICKS 


How direct mail sold space in a 
business magazine (Electronic Buy- 
ers Guide), by Bette Macon 
March 124 


How to get engineers to remember 
your advertising (Worthington), by 
Cy Freeman... July 85 

Using gimmicks in promotion (Wol- 
verine), by H. A. Harty . June 63 


HOUSE ORGANS 


An agency's creative external (Pub- 
licis), by Maurice Bensoussan ... 
Dec 

@BEmployee publications, by William 
C. Halley ... Feb 20 
The external in Italy, by Maurice 
Bensoussan.. . April 94 
How to get a lively layout, by Ber 
nard Gelman .. . Aug 47 
Use the corner card to clean up your 
mailing list (Link-Belt), by W. H 
Depperman . June 119 
Want inquiries? Use your external 
(Link-Belt), by W. H. Depperman 

. . Jan 43 


What you should know about syndi- 
cated house organs, by Ed Sachs 
... Oct 29 

When an agency edits an external 
(Fuller Mfg.) . . . March 85 


HOUSEHOLD PRODUCTS 


How sales promotion sells supermar- 

ket space (Scott Paper), by Richard 

B. Dingfelder . . . June 83 

How to introduce a new product 

with a flair (Dow Chemical), by 

Robert B. Konikow . . . Nov 35 

How to run a contest with eleven 

co-sponsors (Kaiser), by Ed Sachs 
. Feb 72 

Making color photography go farther 

in a unified catalog (Brunswick- 

Balke-Collender), by Kenneth E 

Markel .. . May 121 


Packaging for supermarket sales 


(Sylvania), by Ted Sanchagrin... 
June 127 


INSERTS 


American Home’s spectacular in- 
serts, by Allen Sommers... . Nov 89 
How to handle a wax paper insert 
(Badger Paper Mills), by E. E. Erd- 
man... July 94 


INSURANCE 


OCastles in the sand 
Counseling) .. . July 47 


How Kemper buys its calendars 
(Kemper Insurance), by Clive R 
Bishop . . . June 66 


How to—and not to—celebrate an 

anniversary (Equitable), by Etna 

M. Kelley . Sept 47 

A local sign program with national 

impact (Hartford Fire) . Feb 93 
OMan of Property (H. D. Rose) . 

Aug 88 


(Insurance 


INQUIRIES 


How to handle inquiries promptly 
and personally (Bruning) .. . July 
59 


JEWELRY 


OThe ages of time (Hamilton Watch) 
. . April 83 


Why Hamilton uses fm radio .. . 
May 95 


LAYOUT 
How layout can beat the premium 
position charge, by William Lang 
May 63 
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How to design better newspaper 
ads (Macy's), by Morris L. Rosen- 
blum Yov 45 

How to get a lively layout, by Ber- 
nard Gelman . Aug 47 

How to plan a folder, by Ernest 5S 
Green Jan 83 

@Profitable newspaper advertising. 
by Edmund C. Arnold .. . July 18 


LETTERS 


A checklist to evaluate your letters 
July 65 


MAILING LISTS 


Mailing lists, by Frederick Borden 
. Nov 71 

Selling buildings by mail (Stran 

Steel) .. . May 117 

Use the corner card to clean up 

your mailing lists, by W. H. Depper- 

man... June 119 

Why to automate a list (Hitchcock), 

by Phil Hirsch .. . Feb 99 

We got too much mail (Benton & 

Bowles), by Richard Essey Dec 

87 


MEDIA 


American Home's spectacular in- 
serts, by Allen Sommers .. . Nov 89 


Ask the ‘teens (‘Teen), by Dr. Shoi 
Balaban Dickinson ... March 29 


®Bacon’s publicity checker, 1960 
March 21 


BEmployee publications, by William 
C. Halley ... Feb 20 

WA handbook of the foreign press, by 
John C. Merrill . Feb 20 


How direct mail sold space in a 
business magazine (Electronic Buy- 
ers Guide), by Bette Macon 
March 124 


How to celebrate a multi-faceted 
anniversary (KFUO), by Mildred 
Weiler Sept 54 

How to design better newspaper 
ads (Macy’s), by Morris L. Rosen- 
blum Nov 45 

How to play it cool, man (Playboy), 
by Victor A. Lownes III May 106 
How to prepare a case history (Holi- 
day), by Allen Sommers . Sept 
102 

How to read Fortune in bed 
April 65 

How to use a contest to measure an 
audience (WCAU), by Allen Som 
mers Aug 108 

A low-cost exhibit with high pulling 
power (Sports Cars Illustrated) 

Oct 113 

OMAG (Life) . April 83 

A newspaper changes its face (Chi- 
cago’s American) . April 63 
Printing and mailing from overseas 
(Sports Illustrated) . Sept 31 
Publisher/ad agency develops food 
paper (Rutledge), by Mildred Wei 
ler Aug 66 

Shooting a film in 22 days (TV 
Guide), by Allen Sommers 
March 59 

OSmall town story (Grit) . . . April 84 
OSmitty (McGraw-Hill) .. . Aug 88 
@The view from the fortieth floor, by 
Theodore H. White . . . Sept 21 
Web offset can cut your printing 
costs (Stanley Publishing), by Emil 
G. Stanley .. . July 91 
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Why to automate a list (Hitchcock), 
by Phil Hirsch .. . Feb 99 


MERCHANDISING 


How to pick a premium (Lever 
Brothers), by David Bland .. . Nov 
107 


What's popping in point-of-purchase 
... Nov 123 


METALS 


OHouse of ease (Reynolds Aluminum) 


.. » March 64 


How to run a contest with eleven 
co-sponsors (Kaiser), by Ed Sachs 
Feb 72 

A mine at an exhibit (U. S. Steel), 
by William R. Fawcett . . . March 
105 

Using gimmicks in promotion (Wol- 
verine), by H. A. Harty... . June 63 


MOTION PICTURES 


Commercials that speak in many 
languages (Cluett-Peabody), by 
Maurice Bensoussar .. Nov 114 
A film to sell overseas (Revlon), by 
Warren E. Adams... Jan 33 


@A grammar of the film, by Raymond 


Spottiswoode . . . April 27 

How to dramatize safety (Dayton 

Rubber), by J. D. Hershey . . . March 

66 

How to produce a film with almost 

no headaches (Behr-Manning), by 

Frederic C. Regan. . . Dec 91 

How to put your storyboard on film 
April 77 


@Key audiovisual personnel, 1959-60, 


Annie Rose Daugherty. ed... . Oct 
18 


Punctuation plays its part in pro- 

duction of films, by John Battison 
Aug 85 

Shooting a film in 22 days (TV 

Guide), by Allen Sommers 

March 59 

The twelve steps of film production 
Oct 129 

Use film, not tape, by Robert L 

Lawrence . March 68 


OThe vicious circle .. . Oct. 132 


When ‘do-it-yourself’ works in mo- 
tion picture production (Smith & 
Loveless), by Art Parchen .. . Sept 


1] 
sid 


MUSIC 


An agency produces a musical 
(Cunningham & Walsh), by Tom de 
Huff Dec. 74 


Breaking through with a musical 
(Carter Carburetor)... July 41 

How to play it cool, man! (Playboy). 
by Victor A. Lownes III May 106 


Olnterpretation in tones (Hammond 


Organ) .. . Dec. 94 


NEW PRODUCTS 


How to introduce a new automobile 
(Oldsmobile), by Haviland F. Reves 
«++ July 25 


How to introduce a new product 
with a flair (Dow Chemical), by 
Robert B. Konikow Nov. 35 

Packaging plus _ point-of-purchase 
produce sales for new product 
(Dragon Tooth), by Robert P. Orr 


Oct. 75 


Use packaging to launch a new 
product (Koos & Son), by Clarke E 
Pierce ... July 31 


OFFSET 


Offset papers: past, present, future, 
by Ronald I. Drake... May 86 


Web offset can cut your printing 


costs (Stanley Publishing), by Emil 
G. Stanley .. . July 91 


OPEN HOUSE 


Get the family into the act, by Paul 
Theurer ... Aug. 100 


OUTDOOR 


Bank uses real boat on sign (First 
National Bank of San Diego), by 
Virginia Patton . . . June 88 

Bring back the covered bridge, by 
Richard Sanders Allen . . . Dec. 58 
A mobile projected poster, by Doro- 
thy Carey ... Nov. 117 

An outdoor campaign builds a com- 
pany image (Twin Pines), by Havi- 
land F. Reves... June 86 


PACKAGING 


The birth of a new packaging (Bel- 
air Cigarets) .. . Feb. 86 
Corrugated goes beautiful, by Ed 
Sachs ... Aug. 52 

How design unified a product line 
(U.S. Plywood) .. . April 71 

How to handle a wax paper insert 
(Badger Paper Mills), by E. E. Erd- 
mann... July 94 


@The package, by Mildred Constan- 


tine... May 13 


Packages of note... Dec. &2 


@Packaging, Walter Herdeg, ed. 


April 26 


Packaging in Italy. by Maurice Ben- 
soussan ... Sept. 88 


Packaging for sales and shipment. 


by American Management Associa- 
tion... May 15 


Packaging for supermarket sales 
(Sylvania), by Ted Sanchagrin 
June 127 

Packaging plus _ point-of-purchase 
for a new product (Dragon Tooth), 
by Robert P. Orr Oct. 75 


@Packaging with plastics, by Amer- 


ican Management Association . 


Feb. 20 


Perspective on packaging .. . Jan 
62 


Planned packaging can be econom- 
ical and effective (Turner Corp.) . 
Aug. 91 


Repackaging an entire product line 
(College Inn), by James H. Black 
Dec. 77 


Selling boxes by boxes (Union 
Camp), by Allen Sommers .. . Oct 
61] 


Tomorrow's package today 
May 73 


Use packaging to launch a new 
product (Koos & Son), by Clarke E 
Pierce . July 31 

ss winning combination Oct 


What you should know about pack- 
age design research, by Edmund W 
J. Faison Nov. 63 


Why Bowes uses cheesecake 
April 74 





PAPER 


How to handle a wax paper insert 
(Badger Paper Mills), by E. E. Erd- 
mann... July 94 
@International paper pocket pal 

Aug. 20 

Make your paper merchant part of 
your team, by Charles V. Morris 

Aug. 68 


Offset papers: past, present, future, 

by Ronald I. Drake .. . May 86 

A paper that does good, by Betty 

Aulenbach . Feb. 64 
@Paper, the fifth wonder, 


by J. H 
Ainsworth . . . July 18 


PHOTOGRAPHY 


Beauty on ice (Hott Mitts), by Rich- 
ard A. Dinkel . . . Nov. 60 


Better prints through better paper 
. Dec. 104 


Do-it-yourself slides add tv impact. 
by Bert Goldrath ... May 100 


From art director to stand-in to mod- 
el (Old Spice) . . . Oct. 79 


OFunctional photography in industry 
(Eastman Kodak) .. . Feb. 41 


OHow film is made (Eastman Kodak), 
. July 47 
How to buy advertising photography 
on a low budget, by John Turean 
. Nov. 57 


How to photograph a roof (Carey 
Mfg.) . . . April 116 

BImagination takes the floor with 
Amtico .. . Oct. 132 


Instant photos for an inexpensive 
catalog (D. Myers), by Leon M. 
Katz . . . March 73 


BJail keys made here, by Lee Boltin 
. Jan. 18 


OMake color your business (Eastman 
Kodak) . . . March 65 


Making color photography go far- 
ther in a unified catalog (Brunswick- 
Balke-Collender, by Kenneth E. Mar- 
kel . May 121 

OMeet photoscreen printing (Eastman 
Kodak) . May 104 
Shooting for design and _ color 
(Champion Spark Plug), by Thomas 
G. McHugh ... July 55 
Shooting motion standing still... 
Dec. 107 
Using color prints in press releases 
Timken Roller Bearings), by Karl 
N. Froelich ... Sept. 43 


X marks the photo (Toro), by Robert 
W. Gibson .. . Jan. 90 


POINT-OF-PURCHASE 


Does your point-of-purchase stand 
up in supermarkets, by George A 
Hamilton Dec. 55 
How Can-Can time sold more cans 
(Lone Star Brewing), by Mildred 
Weiler March 111 


How to be different in point-of-pur- 

chase, by Leo J. Fidler. . . Aug. 41 

Packaging plus _ point-of-purchase 

produce sales for a new product 

(Dragon Tooth), by Robert P. Orr 
Oct. 75 


Twenty ways to get your p.o.p used 
. Jan. 69 


What’ S$ popping in point-of-purchase 
Nov. 123 


POSTERS 


Designs to sell service (Swiss Tele- 


phone), by Maurice Bensoussan... 
March 78 


PREMIUMS 


How a premium sold premium beer 
(Amstel), by Bette Macon .. . Feb 
77 


How to buy balloons, by Robert B 
Konikow ... April 44 


How to pick a premium (Lever 
Brothers), by David Bland. . . Nov. 
107 


How to use coupons, by E. G. Bent- 
ley ... Jan. 59 


Promoting a premium by mail (Vis- 
king). by Joseph Pollick . . . March 
119 


Promoting with pajama premiums 
(Englander), by Burt Goodman... 
Dec. 95 


The way to a depositor’s heart 
(Lincoln Savings Bank, Brooklyn), 
by John L. Corvaia... July 72 


What lies ahead for premium buyers, 
by James M. C. Tighe .. . April 37 


PRESENTATIONS 


An agency produces a musical 
(Cunningham & Walsh), by Tom de 
Huff .. . Dec. 74 


Breaking through with a musical 
(Carter Carburetor)... July 41 


How to be popular, by John James 
. Dec. 23 


A presentation that salesmen will 
use (General Electric), by J. A 
Bartels . . . March 83 


Put a cover on it, by Ken Nelson 
. May 81 


OThe world’s biggest sample case 
(Pilot) ... May 104 


PRINTING 


The art and craft of screen proc- 
ess printing, by Albert Kosloff .. . 
Aug. 20 


Better prints through better paper 
. Dec, 104 


Corrugated goes beautiful, 
Sachs ... Aug. 52 


Do you really like to pay extra type 
charges, by Charles H. Crandall... 
Nov. 52 


Do sales promotion departments 
need their own print shops, by Ed 
Sachs... Dec. 31 

WInternational paper pocket pal 
Aug. 20 

OKey to merchandising (Gravure 
Technical Assoc.) . . . Sept. 123 


A paper that does good, by Betty 
Aulenbach ... Feb. 64 


@Photo-offset fundamentals, by John E 
Cogoli .. . Dec. 21 


Planning for better imposition, by H 
Wayne Warner... April 27 


Planning permits Gale to compete 
with the giants, by W. R. Parker 
. June 93 


Preparing a job for flexography, by 
Alexander R. Bradie . Nov. 94 


Printer solves sticky problem, by 
Mildred Weiler . . . June 98 


Printing that makes its mark . 
Jan. 38 


Prize winning printing June 104 
This is flexography. by Milton | 
Bennett .. . Sept. 95 

Web offset can cut your printing 
costs (Stanley Publishing), by Emil 
G. Stanley .. . July 91 


by Ed 


American Home's spectacular in- 
serts, by Allen Sommers .. . Nov 89 


A die-cut ad in _ run-of-the-book 
(Worthington) .. . March 88 


How to get engineers to remember 
your advertising (Worthington), by 
Cy Freeman... July 85 


How to stretch an idea (Tom Saw- 
yer) ... April 98 


Meet—and respect—the production 
manager, by Tom Wilcher...Oct 38 
A newspaper changes its face (Chi- 
cago’s American) .. . April 63 

Planning for better imposition, by H. 
Wayne Warner ... April 27 
Preparing a job for flexography, by 
Alexander R. Bradie ... Nov 94 
Why—and how—Lionel produced its 
own catalog ... April 87 


PROJECTORS 


How to buy desktop filmstrip pro- 
jectors, by Robert B. Konikow.. . 
Aug 79 


PUBLICITY AND PUBLIC 
RELATIONS 


AR’s portfolio of gift ideas, by Bette 
Macon... Oct 94 


An agency produces a musical 
(Cunningham & Walsh), by Tom de 
Huff... Dec 74 

Bacon's publicity checker, 1960 . 
March 21 


Buying business Christmas gifts, by 
Robert B. Konikow . . . Oct 85 


A company president hits the road 
(Kroger), by Haviland F. Reves... 
Sept 27 


Directory of advertising, marketing 
and public relations education, Elon 
G. Borton, ed. . July 19 
Get the family into the act, by Paul 
Theurer ... Aug 100 


BA handbook of the foreign press, by 
. John C. Merrill Feb 20 


ns How public relations can increase 
sales, by James B. Strenski . . . Oct 
27 


How to introduce a new product 
with a flair (Dow Chemical), by 
Robert B. Konikow . . . Nov 35 


How to make health popular, by 
Richard D. Bonham .. . April 108 


How to play it cool man (Playboy), 
by Victor A. Lownes III... May 106 


How to prepare a case history 
(Holiday), by Allen Sommers. . 
Sept 102 

Blt's good public relations, 
mond D. Boles ... April 27 


@Key audiovisual personnel, 1959-60, 
Annie Rose Daugherty, ed... . Oct 
18 


®BHandbook of public relations, by 
Howard Stephenson ... Nov 28 


BMike & screen press directory and 
newsguide, M. A. Durso, ed... . Oct 
18 
A mobile projected poster, by 
Dorothy Carey Nov 117 


A money tree belongs in a bank 
Nov 106 


Public relations: part of manage- 
ment, by Lee Schooler Aug 28 
A promotion with lots of steam 
(Compton Transfer) .. . Nov 99 


Using color prints in press releases 
(Timken Roller Bearings), by Karl N 
Froelich .. . Sept 43 


by Ed- 
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@Watching out for Dulie. by David 
Westheimer . July 18 
What Johnson's Wax gives for 
Christmas, by William R. Gerler . 
Oct 104 
What to do when you're 125 (Orr 
Iron), by Bette Macon .. . Dec 99 
@Who's who in public relations, Rob- 
ert L. Barbour, ed. . Jan 18 
OWonderful world (Coca-Cola) .. . 
Nov 118 


RADIO 


Jackpot draws early morning audi- 
ence, by Roger W. Dana. April 
82 

Why Hamilton uses fm radio 

May 95 


REAL ESTATE 


Exhibit sells homes (Heftler), by Ed- 
ward G. Dickson .. . April 114 
House in a station (Charlex), by 
Ted Sanchagrin March 108 
How sales promotion sells houses 
(Owens-Corning), by Walter |] 
Stroud June 37 

How to make a $250,000 sale by di- 
rect mail July 62 

Sales promotion with a flair (Val- 
halla), by Edward R. Lucas . July 
101 


RESEARCH 


Ask the ‘teens (Teen), by Dr. Shoi 
Balaban Dickinson .. . March 29 
@How industry buys. by Dr. D. H 
Thain . Jan 18 

WThe strategy of desire, by Ernest 
Dichter Dec 18 

WTesting: the scientific approach to 
direct mail July 19 
What do consumers think about di- 
rect mail, by Sidney J. Levy 
Oct 60 
What you should know about pack- 
age design research, by Edmund 
W. J. Faison Yov 63 


R.O.P. COLOR 


Standards for R.O.P. color 
96 


March 


SALES MEETINGS 


OThe gooney bird (Solana Studios) 
.. Sept 123 


OMmmm—what a year (Apeco) 
Aug 88 


SALES PROMOTION 


All about product miniatures, by 
Bette Macon May 47 

Are admen doing enough in world 
politics, by Stanley E. Cohen 

Feb 25 


OThe art and beauty of cashmere 
(Dalton) Aug 90 
Beauty on ice (Hot Mitts), by Rich- 
ard A. Dinkel Nov 60 
Breaking through with a musical 
(Carter Carburetor) July 41 
@Casebook of successful ideas for ad- 
vertising and selling. by Samm S 
Baker April 27 
Creative selling. by 
Lohse Dec 18 
Do sales promotion departments 
need their own print shops, by Fd 
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Dec 31 


Does your point-of-purchase stand 
up in supermarkets, by George A 
Hamilton . Dec 55 


Helping dealers helps sales (Bell 
& Howell), by Carl G. Schreyer... 
Dec 34 


How a skating rink helped build 
shopping (Gimbel’s), by Christian 
Mattie Jr Oct 116 

How one agency approaches adver- 
tising and sales promotion (Hay- 
hurst), by Peter H. Whelen Nov 
4) 


How sales promotion sells houses 
(Owens-Corning), by Walter J. 
Stroud .. . June 37 


How sales promotion sells super- 
market space (Scott Paper), by 
Richard B. Dingfelder June 83 


How to be popular, by John James 
. Dec 23 


How to buy product replicas, by 
Bette Macon June 47 


How to introduce a new automobile 

(Oldsmobile), by Haviland F. Reves 
July 25 

How to introduce a new product 

with a flair (Dow Chemical) by 

Robert B. Konikow Nov 35 


How to make factory promotions 
work, by Philip S. Nelson Aug 
25 


How to run a contest with eleven 
co-sponsors (Kaiser), by Ed Sachs 
Feb 72 


How to sell sales promotion to man- 
agement, by Stanley Arnold 
June 25 


Olnterpretation in tones (Hammond 
Organ) . Dec 94 


Is your trademark as effective today 
as it was yesterday, by Gerald W 
Tasker Dec 38 


Making a fortune with fortune cook- 
ies (Brooks Chevrolet), by Ellis 
Brooks Oct 92 

Maps, by Ted Sanchagrin Dec 
43 

Meet Freshie, Delco’s super sales- 
man Feb 43 


A mobile projected poster, by 
Dorothy Carey Nov 117 


Olympian public service (Erwin. 
Wasey, Ruthrauff & Ryan), by Ed 
Sachs Sept 23 


Packaging plus _ point-of-purchase 

produce sales for a new product 

(Dragon Tooth), by Robert P. Orr 
Oct 75 


Phonograph records . . . a powerful 
sales tool, by Ted Sanchagrin 

Feb 31 

The problems ahead for sales pro- 
motion, by John D. Macomber 
June 30 

Promoting with pajama premiums 
(Englander), by Burt Goodman 

Dec 95 

A promotion with lots of steam 
(Compton Transfer) Nov 99 


Sales promotion: big league style 
(White Sox), by Betty Aulenbach 
Jan 53 


The sales promotion man—the com- 
ing man in management, by Dick 
Brown June 23 

Sales promotion—part of Honeywell 
management, by Robert B. Konikow 

May 23 

Sales promotion sells more than ad- 
vertising (Indian Head), by Robert 
M. Graham June 33 

Sales promotion with a flair (Val- 


Sachs 


halla). by Edward R. Lucas 
July 101 


OScintillite, I & Il Dec 93 


Selling boxes by boxes (Union- 
Camp), by Allen Sommers .. . Oct 
61 


BShopping towns USA. by Victor 
Gruen and Larry Smith... Aug 20 
OToday’s homes: a special report 
(Celotex) Sept 123 
Using the election to sell appliances 
(Westinghouse), by J]. Gilbert Baird 
Dec 25 


Why not be off-beat, by Bette Ma- 
con... April 29 


Youngstown story I: Q for quality 
in promotion (Youngstown Kitchens), 
by Robert B. Konikow ... Jan 2] 
Youngstown story II: 52 promotion 
ideas for a low budget (Youngstown 
Kitchens) Jan 25 


Youngstown story III: How to be the 
star of the home show (Youngstown 
Kitchens) .. . Jan 29 


SALES TECHNIQUE 


OCash on your line (Bell Telephone) 
Sept 124 
How public relations can increase 
sales, by James B. Strenski Oct 
7 


SALES TRAINING 


ODeveloping your sales personality 
(Dartnell) .. . May 104 

OThe eraineering of agreement 
Nov lle 


OThe game's the same (Standard Oil) 
Jan 37 


OHow to get the most out of a film- 
strip (Eye Gate House) May 105 


OThe pair that got away (Gardner 
Productions) . Sept 125 


OThe sale that turned the tide (Close 
& Patenaude) . Feb 42 


Training on wheels (Armstrong 
Cork), by H. C. Long, Jr April 
105 


SAMPLING 


To sell it. give it away. by Haviland 
F. Reves Feb 83 


SCREEN PROCESS 


@The art and craft of screen process 
printing, by Albert Kosloff Aug 
20 


How to prepare art for silk screen 
printing, by Edith Pilpel Jan 86 


OMeet photoscreen printing (Eastman 
Kodak) May 104 


SIGNS 


The ABC’s of plastic signs, by Rob- 
ert B. Konikow . Sept 57 


Bring back the covered bridge, by 
Richard Sanders Allen Dec 58 


Bail keys made here, by Lee Boltin 
Jan 18 


Let's go spectacular . Aug 36 
Operation big change (California 
Oil), by Max F. Barry .. . May 37 
Outdoor clocks as an advertising 
tool, by Russell W. Vance April 
127 

Reader board sign pays off, by Jay 
Williamson April 136 


Use your building for your trade- 





mark, by Dolph Franklin 
115 


A wireless electric bus sign . . 
July 82 


March 


SIGNS, ROADSIDE 


A local sign program with national 
impact (Hartford Fire Insurance) 
Feb 93 


SLIDES 


What you need to know about film- 
strips/slide shows, by Herbert C 
Rosenthal . July 49 


SOAPS AND DETERGENTS 


How to pick a premium (Lever 
Brothers), by David Bland .. . Nov 
107 


SOUND 


Phonograph records ... a powerful 
sales tool, by Ted Sanchagrin . 
Feb 31 


SPECIALTIES 


All about product miniatures, by 
Bette Macon .. . May 47 


How an agency picks specialties 
(Esso), by Carl S. Auerbach ... 
Aug 102 

How to buy balloons, by Robert B 
Konikow April 44 


Maps, by Ted Sanchagrin Dec 
43 


Specialty advertising at work 
Sept 82 


This is the specialty industry, by 
Robert B. Konikow ... March 47 


What to do when you're 125 (Orr 
Iron), by Bette Macon . Dec 99 


SPORTS 


How to run a contest with a sports 
theme (General Electric), by E 
Doles and B. J. Werges .. . Sept 76 


Olympian public service (Erwin, 
Wasey. Ruthrauff & Ryan), by Ed 
Sachs . Sept 23 


Sales promotion: big league style 
(White Sox), by Betty Aulenbach 
. Jan $3 


STORE DISPLAY 


How sales promotion sells super- 
market space (Scott Paper), by 
Richard B. Dingfelder . . . June 83 


OMerchandising in action (Wheeling 
Steel) .. . Jan 74 


Twenty ways to get your p.o.p. used 
Jan 


SUPERMARKETS 


A company president hits the road 
(Kroger), by Haviland F. Reves 
Sept 27 


Does your point-of-purchase stand 
up in supermarkets, by George A 
Hamilton . Dec 55 


How sales promotion sells super- 
markets space (Scott Paper), by 
Richard B. Dingfelder .. . June 83 
Packaging for supermarket sales 
(Sylvania), by Ted Sanchagrin 
June 127 

To get displays, try a contest (Pepsi- 
Cola). by Phil Seitz . March 55 


TAGS 


March 99 
. July 34 


Jobs for tags . 
Types of tags . 


TAPE RECORDING 


@The changing picture in video tape 
ts OM al 


BTV tape commercials, by Harry 
Wayne McMahan ... June 13 


Use film, not tape, by Robert L 
Lawrence .. . March 68 


TELEVISION 


@The armchair theatre, by Weiden- 
feld and Nicholson .. . Oct 18 


@The changing picture in video tape 
Feb 21 


@Close-up—On writing for television, 
by Arthur Hailey ... Aug 21 
Commercials that speak in many 
languages, by Maurice Bensoussan 
... Nov 114 
Do-it-yourself slides add tv impact, 
by Bert Goldrath . . . May 100 


How to produce a film with almost 
no headaches (Behr-Manning), by 
Frederic C. Regan . Dec 91 


How to put your storyboard on film 
.. . April 77 


A tv auction builds repeat sales 
(American Packing), by Mildred 
Weiler .. . July 44 


BTV tape commercials, by Harry 
Wayne McMahan ... June 13 


Use film, not tape, by Robert L 
Lawrence ... March 68 


@Watching out for Dulie, by David 
Westheimer July 18 


TEXTILES 


OThe art and beauty of cashmere 
(Dalton) ... Aug 90 


Sales promotion sells more than ad- 
vertising (Indian Head), by Robert 
M. Graham... June 33 


TIE-INS 


How Can-Can time sold more cans 
(Lone Star Brewing), by Mildred 
Weiler .. . March 111 


How to run a contest with eleven 
co-sponsors (Kaiser), by Ed Sachs 
... Feb 72 


TOBACCO 


The birth of a new package (Belair 
Cigarets) .. . Feb 86 


OThe flower of Tampa... Dec 93 


When your ad goes overseas (Marl- 
boro), by Hal Underhill .. . Aug 49 


TOURISM 


OWestward ho April 83 


TOYS 


Why—and how—Lionel produced its 
own catalog... April 87 


TRADEMARKS 


Design for corporate communication, 
by Hap Smith... March 39 
Is your trademark as effective today 


as it was yesterday, by Gerald W 
Tasker ... Dec 38 


Use your building for your trade- 


mark, by Dolph Franklin . 
115 


. March 


TRANSPORTATION 


OAIll the way (Santa Fe Railroad) 
March 65 
A presentation that salesman will 
use (General Electric), by J. A. Bar- 
tels .. . March 83 
A promotion with lots of steam 
(Compton Transfer) .. . Nov 99 
Running a contest by direct mail 
(Transcon), by Phil Seitz .. . Aug 
31 


TYPOGRAPHY 


BAlphabet thesaurus, by 
Rondthaler . . . May 13 
BAnatomy of lettering, by Russell 
Laker .. . Nov 28 
Antique type, by Bette Macon 
Sept 67 

BDecorative alphabets and _ initials, 
by Alexander Nesbitt . . . June 13 
Do you really like to pay extra type 
charges, by Charles H. Crandall . . 
Nov 52 
Have fun with type... May 66 
How to buy cut-out letters, by Ed 
Sachs... July 74 
How to read Fortune in bed 
April 65 
Meet Baskerville, by G. H. Petty 
Feb 105 


Meet Bulmer, by G. H. Petty ... 
Oct 121 
Meet Garamond, by G. H. Petty... 
July 97 
A newspaper changes its face (Chi- 
cago’s American) ... April 63 
21 ways to cut your typography 
bills .. . Feb 109 

OType and its origin (Monsen) 
July 46 


GWilliam Caxton and his critics, by 
Curt F. Buehler .. . June 13 


Edward 


UTILITIES 


Running an exhibit without exhibi- 
tors (Union Electric), by Mildred 
Weiler... May 113 


WRITING 


A checklist to evaluate your letters 
July 65 

@ Close up—On writing for television, 
by Arthur Hailey ... Aug 21 

BA copyright guide, by Harriet F. Pil- 
pel and Norton David Goldberg .. . 
Nov 28 

The 100 greatest advertisements, by 
Julian L. Watkins . . . April 26 

On the writing of advertising, by 
Walter Weir... May 13 

The professional journalist, by John 
Hohenberg June 1 

BRights and Writers, by Harriet F. 


Pilpel and Theodora Zavin ... Dec 
21 


WSuccesstul writers and how they 
work, by Larston Farrar . . . March 


22 


@The writer and his markets, by Paul 
R. Reynolds . April 26 


YOUTH 


Ask the ‘teens (‘Teen), by Dr. Shoi 
Balaban Dickinson . .. March 29 
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Biyed Geile andl Index of 


Art & Photography 
e roné S 
Ma ' [ JQ\a 
Major Photo C 
Multi-Ad Service 
Rik Shaw A 
Volk r Marry 
Art Supplies 
Bienfang Paper C Ir 
9-10, 122 
Cre ent Cardt ra G 91 
Banners, Pennants 
Pratt Poster C 106 


Binders, Catalog Covers 


listorical Docoments C 
Meyer & Wenthe 
Control Planning Aids 


rraphic Systems . % 


Conventions & Exhibitions 


Copyfitting Aids 
Haberule C 
Decals 


American Decalcoma 
Meyercord Co 
Multi-Color Pr 


Direct Advertising 


die Advert ing Serv 
urpicture Pub 


Display Materials 
Kleen-Stik Product 
Display Motors 


Vue-More Corp. .........----.-..-. 98 
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Displays, Window & Store 


rick Photogelatine Press 
87 
23 
: 105 
Mfg. Corp. 106 
& Specialty 
a. tne. « a 
Pratt Poster Co ; 106 


Displays, Wire 


Heller Roberts Mfg. Corp 


ndiana Wire & Specialty Co. 


Duplicate Plates 


p 


oroup 


s-Hanson-Progressive 


Duplicating Machines 
Haloid Xerox Inc. 
Envelopes 


"lex 


ton Mecalene 
Exhibit Builders 


Gardner Displays C 


Fluorescent Inks & 
Materials 


Radiant Color Co. 
Gravure Services 


Acme Gravure Services Inc. 88 
Collins, Miller & Hutchings 
Ine Inside Front Cover 


Imprinting 


S ! | Te 
Sersen's Imprinting 


Indexes 


Aigner, GS. Co. 


Inks, Screen Process 


Naz-Dar Co. 


Radiant C 


Labels, Tags 


Avery Label Co. 
Brown-Bridge M ~ 
cker, H. S., Co. Inc 


een-Stik Products Inc 
Letterheads 


Parsons Paper Division 
Whiting . 


ver Paper C 
Lettershops 
Brodie Advertisi 


ng Service 


Letter Shop Inc. 


Letters, Cut-Out 


Scott Plastics Co. 


Letters, Sign & Display 
Grace Letter Co. Inc. 
Mailing Boxes 

Fox, C. J.. Ce 

Mailing Lists 


Drey, Walter, Inc. ha 
Special Correspondent nc. 76 


Manikins, Rental 

Madisonia Manikins 122 
Motion Picture Services 
MP-TV Services 


Office Equipment & 
Supplies 


Friden Inc. 


Haloid Xerox Inc 
Packaging Materials 


Jackmeyer Corp. 
Papers, Printing 


Allied Paper Corp. 

Bergstrom Paper Co. 

Cantine, Martin, Co. 

Fraser Paper Ltd. 

Hammermill Paper Co. 

Kimberly-Clark Corp. 

Northwest Paper Co. Back Cover 

Parsons Paper Division ........105 

Schroeder, Arthur, Paper Co. 
Inc. .. 4 ..83-84 

Sorg Paper Co. 24 

West Virginia Pulp & Paper 
Ce. <.. ---ee--. 102-103 

Whiting-Plover Paper Co. .. 58 


Papers, Specialty 


Bergstrom Paper Co, 49 
Bienfang Paper Co. Inc 

9-10, 122 

oducts Co. 15, 105 

° . 78 

24 


Photoengraving & 
Platemaking 


Collis M 


er & Hutchings 

5 Inside Front Cover 
Hutchings & Melville Inc. .... 99 
Northwestern Photo Engrav- 


ing Co 


Photographic Equipment 
& Materials 


Lacey-Luci Products Co. 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. 
Mergenthaler Linotype Co. 
Warwick Typographers Inc. 


Photo Prints, Quantity 


Major Photo Co. 


Postcards, Color 


Colourpicture Publishers Inc. 
Corona Color Studios 


Premiums & Specialties 


Campaign Products Co 

Dye Candy Co. . 

Emblem & Badge Mfg. Co. 

Georgopulo, G. A. & Co. 
Inc. 

Green Duck Co. 

Heller Advertising Inc. 

Historical Documents Co 

L & M Co ; 

Leyse Aluminum Co. 

Meyer & Wenthe Inc. 

Orchids of Hawaii Inc 

Pennwood Numechron Co. 

Prentice-Hall Inc. .. 

Proov-It Co. 

Spotts Mailing Corp 

Wendell-Northwestern Inc 


Presentation Materials 


Smith 


S. K., Co. 
Printing 


Black Box Collotype Studios 
Inc .. Inside Back Cover 
Fredrick Photogelatine Press 
Inc. ; . 87 
Gregg-Moore Lithographing 
Co. , . 57 
Newport Lithographing Corp. 49 
Rayner Lithographing Co. .. 53 
Universal Loose Leaf Mfg. 
Ca: . Sines we 
Weiss, A. D., Lithograph Co. 
Inc, a 


Projectors 

Tel-A-Story Inc. 

Screen Process 

Screen. Pr ess Print; 
Self-Sticking Specialties 


American Decalcomania Co. 
Avery Label Co. ..... 
Crocker, H. S., Co. Inc. .... 





Kleen-Stik Products Co. 15, 
Meyercord Co. 
Multi-Color Process C 
Screen Process Printing Co. 


Sign Materials 
Kleen-Stik Products Co. 15, 


Signs & Identification 
Materials 


American Decalcomania Co. 
Fredrick Photogelatine Press 
Inc 


Vee nc 


Acme Gravure Services Inc. 88 
Advert Trade Institute 
Inc. 60 
Aigner, G. J., Co. 39, 122 
Allied Paper Corp. 47-48 
American Decalcomania Co. 94 
Avery Label Co. 93 
Bergstrom Paper C 2, 49 
Bienfang Paper Co. Inc 
9-10, 122 
Black Box Collotype Studios 
Inc Inside Back Cover 
Brodie Advertising Service 74 
Brown-Bridge Mills Inc 92 
Bundscho, J. M. C 99 
Campaign Products C 88 
Cantine, Martin, Cc 65-66 
Collins, Miller & Hutch ng 
Inc. Inside Front Cover 
Colourpicture Publishers Inc. 74 
Corona Color Stud 122 
Crescent Cardboard Cx 91 
Crocker, H.S., Co. Inc. 90 
Dean-Forrest C 122 


6 


Har 

Corp. 
Meyercord Co. 
Multi-Color Proces: 
Plasti-Line Inc. 
Pratt Poster C 
Scott Plastics Co. 


Signs, Plastic 

Geeco Inc. 

Hanover Neon Electric Corp. 100 
Plasti-Line Inc ‘ 107 
Stock Art 


Multi-Ad Service 


Adwertisers 


Volk, Jr., Harry, Art Studio 12 


Stock Photos 
Mack, Douglas 
Typefounders 


Lanston Monotype Co. 63 
Mergenthaler Linotype Co. 45 


Typewriters, Composing- 
Reproducing 


Friden Inc 


ALPHABETICAL INDEX 


5 cy, ee 
r Paper Ltd. 


Fredrick Photogelatine Press 


Haloid Xerox Inc. FF 
19-20 
Hanover Neon Electric Corp. 
100 
Hartland Plastics Inc. 105 
Heller Advertising Inc. 122 
Heller Roberts Mfg. Corp. ..106 
Historical Documents Co. .... 80 
Hutchings & Melville Inc. 99 
ana Wire & Specialty Co 


Hammermill Paper Co. 


Lacey-Luci Products Co 
Lanston Monotype Co. 
Letter Shop Inc. 
Leyse Aluminum Co 
Mack, Douglas 
Madisonia Manikins Inc. . 
Major Photo Co. 
Mergenthaler Linotype Co. .. 
Meyer & Wenthe Inc. 
Meyercord Co. 
Monsen Typographers Inc. .. 1 
MP-TV Services 96 
Multi-Ad Services . 68 
Multi-Color Process Co 
Naz-Dar Co. 13 
Newport Lithographing 

Corp. 49 
Northwest Paper Co. 

Back Cover 

Northwestern Photo Engrav 

ing Co. .... sisiamadislaion Ua 
Orchids of Hawaii Inc. ...... 60 
Parsons Paper Division 
Pennwood Numechron Co. .. 85 
Peterson Electronic Die Cx 

Inc. , 97 
Plasti-Line Inc 
Pratt Poster Co. 
Prentice-Ha 


Typography 


Bundscho, J. M., Inc. 
Monsen Typographers Inc. 
Progress-Hanson-Progressive 
Group 
Service Typographers Inc 
Warwick Typographers Inc. 


Visual Aids 


Graphic Systems 

Lacey-Luci Products Co. 

Peterson Electronic Die Co. 
Inc. . ootestial 

Tel-A-Story Inc. 


Progress-Hanson-Progressive 
Group ae 
Proov-lt Co. . #6 
Radiant Color Co. 78 
Lithographing Co... 53 
Rik Shaw Assoc. Ltd. 122 
Schroeder, Arthur, Paper Co. 
Inc. 83-84 
Scott Plastics Co. 21 
Screen Process Printing Co. 122 
Sersen's Imprinting .... . % 


Rayner 


Service Typographers Inc. .. 68 
Smith, S. K., Co ae 
Sorg Paper Co. . 24 
Special Correspondents Inc. 76 
Spotts Mailing Corp. ............ 14 
Tel-A-Story Inc. . . % 
Tension Envelope Corp. 75 
Universal Loose Leaf Mfg. 
Co. 70 
Volk, Jr., Harry, Art Studio .. 12 
Vue-More Corp. . . 98 
Warwick Typographers Inc. .. 12 
Weiss, A. D., Lithograph Co. 
Inc. 41 
Wendell-Northwestern Inc. 122 
West Virginia Pulp and Paper 
Co 102-103 
Whiting-Plover Paper Co..... 58 
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Frofewull Souter fov 


Services and Supplies 


MANIKINS 


Available 


on a modest rental 


basis, to lend dis- | 


tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 

work 24 hours a 
day without tiring. 
Com lete selection 
of ladies’ men’s and 


children’s figures. | 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2.6818 


ART SUPPLIES 


NELSON 


BRISTOL BOARD 


DE © Al Pn 
applied in seconds without water. Saves 
curlin M one. MADE TO YOURS SPECIFI. 
CATI . lettering, numbers, your trademark, 
Send — = FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


ADDRESSOGRAPH PLATES 


ADDRESSOGRAPH PLATES 
Brand new plates 


addressograph and speedaumat 
New low prices. Price list available. 


DEAN-FORREST CO. 


7 Foster St., Revere 51, Mass. 


COLOR POST CARDS 


cj 000 NATURAL. COLOR a] 00 


POSTCARDS 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ec. in 1M qua 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List_ond Sa 
CORONA COLOR STUDIOS 


* January 1961 
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COLOR BLOWUPS 


" PRODUCE 
SALES? 


We produce all color 
prints: — dye-transfers, 
ektacolor and printons. 


For full story—Send for free glossary 


RIK SHAW ASSOCIATES, LTD. 


181 PHOTOGRAPHIC PRODUCTION SERVICES 
250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 


JSAICO| 
rr 
INDEXES for Y Made with special 
CATALOGS and SALES| tities or choose 
PRESENTATIONS ++ from a wide variety 
6. J. Aigner Compan of standard titles. 
426 $ Clinton st. |, £m your printer 


4+ of write for infor- 
Chicago 7, i, HA 7-7414 mation and samples 


SPECIAL -TITLE 
OUR 


ADVERTISING SPECIALTIES 


wacae fo te as ae 


ia 
Buttons, Metal Coins, Key 
Wooden Nickels 


WENDELL-NORTHWESTERN, INC. 
2438 E. FRANKLIN MINNEAPOLIS 6, MINN 


Looking for something NEW? 
EXECUTIVE TYPE GIFTS 
LOW COST SPECIALTY ITEMS 
PRACTICAL IDEAS FOR 
INCENTIVE MERCHANDISING 
write wire phone 
HELLER ADVERTISING, INC. 
1718 ae” Union Street 
Schenectady 8, Y. EXpress 3-1500 
Designed to an all your requirements. 





ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 


c ‘ette Mfrs. Since 1905 
48 Stone St., New York 4 





ALPHABET LETTERS 


Free Samples 

& Catalog 

Grace Letter Co., Inc. 
77 Fifth Avenue, Dept. D 


New York 3, N.Y. 
Watkins 4.0850 


ALPHABETS 





Better 
Mousetraps 
Need 

‘Sell’ 


They used to say, “build a 
better mousetrap and the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $8 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 
Results 





101/Circle on Readers’ Service Card 
System X Exhibit 

. @ brochure showing a new exhibit 
idea is available from Display Sales. 


(Page 64) 


102/Circle on Readers’ Service Card 
Curtain Going Up 

. @ folder describing a service for musi- 
cal industrial shows has been released by 
K&K Productions. (Page 64) 


103/Circle on Readers’ Service Card 
Coating and Printing 

. . products made by Radiant Color Co., 
are listed in a brochure published by the 
company. (Page 71) 


104/Circle on Readers’ Service Card 
Art Samples 

. . the work of Bob & Lee Associates ‘are 
contained in a miniature portfolio offered 
by the New York company. (Page 71) 


105/Circle on Readers’ Service Card 
Glossy Photos 

. in sales promotion work are shown in 
a folio produced by Midwest Photos, Oma- 
ha. (Page 71) 


106/Circle on Readers’ Service Card 
Names You Know 

. a Visualscope booklet describing case 
histories of well-known companies is now 
available. (Page 97) 


107/Circle on Readers’ Service Card 
Presentation System 

- @ sales presentation, as developed by 
L. A. Whitney Associates, is explained in 
a félder. (Page 97) 


—_——_— 


Use these return cards 
for your copy of publications 
mentioned on this page 


| zr | Adwertising 


Hequirements 


| 


wry CIE 
SOTTO 


*Send for these free helpful selling tools 


108/Circle on Readers” Service Card 
Data Processing 

. @ dozen sysiems, controlled by busi 
ness machines, dre outlined 
Friden booklet. 


in a new 
(Page 80) 


109/Circle on Readers’ Service Card 
New Syndicated Mailers 

. samples of three new mailing pieces 
available’ with customer ad imprint are 
offered by Radstone Publications. (Page 80) 


110/Circle on Readers’ Service Card 
Publication Clip List 

. . » Burrelle’s Press Clipping Bureau pub- 
lishes alist of publications covered in its 
service. (Page 80) 


Please have the following sent me. 
O01 102 103 «#4104 «#49105 «#8610 
07 108 109 #110 Alt 112 
113. «114 «6115 «= 1116S 17sid2:zB 

120. 121 #122 #«3123:~«(«2 
25 126 127 #128 128 13 
131 132 133 184 1385 1 
137-138 


If you do not have a personal Ad 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 
and Pan-America, $3; all others $5) 
please check below: 


(]-Payment enclosed [(] Send bill 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East illinois St., 


Chicago 11, fil. 


111/Circle on Readers’ Service Card 
Premium Catalog 

. » » Rand McNally publishes a catalog of 
atlases, maps, and Globes. (Page 87) 


112/Circle on Readers’ Service Card 
X-Acto Premiums 

small. precision tools, knives and 
hobbycraft items are described in a folder 
from X-Acto Inc, (Page 87) 


113/Circle on Readers’ Service Card 
Designed Tiles 

. a variety of tile ideas as premiums 
are suggested in literature from Designed 
Tiles, New York. (Page 87) 


*Please print or type information below 
NAME 

TITLE 

COMPANY 

PRODUCTS SOLD 

ADDRESS 

CITY & ZONE 


*Note: inquiries for items listed 


not serviced, beyond April 15, 1961. 


Chicago, Ill. 


WUTINNNNNNN 





| eR | Adwertising 


Requirements 


*Send for these free helpful selling tools 


Readers’ Service Dept. 


9901 


114/Circle on Readers’ Service Card 
Decor-Stik Literature 
. » « Allen Hollander Inc. offers descriptive 
literature on a decorative facing material 
for products or packages. 


(Page 92) 


115/Circle on Readers’ Service Card 


Magny! Magnetic Tape 


. - » Applied Magnetics Corp. describes its 


vinyl tape with a magnetized 
(Page 106) 


surface, 


116/Circle om Readers’ Service Card 
Vibrite Sign Material 
. « « details and samples of a scintillating 
sign material are available from Vibrite 
Corp. 


(Page 106) 


117/Circle on Readers’ Service Card 
Wire Design Manual 


BUSINESS REPLY CARD 


. an illustrated manual on the use of 


First Class Permit No. 95 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 


Chicago 11, Ill. 


Please have the following sent me. 


01 
07 
113 
19 
25 
31 
37 


102 
108 
114 
120 
126 
132 
138 


103 
109 
115 
121 
127 
133 


104 
110 
116 
122 
128 
134 


105 
lll 
117 
123 
129 
135 


10 
112 
118 
12 
1 
13 


If you do not have a personal Ad- 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 


Uae TE 
SOTTO 


wire and strip metal construction in prod- 
uct design has been releaséd by Titchener 
& Co. (Page 108) 


118/Circle on Readers’ Setvice Card 
Vizupole Brochure 

...L. A. Darling Co. releases a new bro- 
chure on its display poles. (Page 108) 


119 to 132/Circle the appropriate num- 
ber for information on these items, which 
are described in more detail in the report 
on Paper Sample Books, on pages in- 
dicated. 


119/Standard’s Blue Ridge (Page 54) 
120/Weston Bond (Page 54) 
121/Eagle A Translucent Bond (Page 54) 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Chicago, Ill. 


' 
t 
‘ 
' 


’ 
' 


*Please print or type information below 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


_ ee 


ADDRESS 


a ne 


CITY & ZONE 


*Note: 
not serviced beyond April 15, 


inquiries for listed 


1961. 


items 


122/Nekoosa Offset (Page 54) 
123/Pericles Opaque (Page 54) 
124/Permalife (Page 54) 

125 /Bristol Cover (Page 56) 
126/Wausau Text Cover (Page 56) 
127/Brokaw Opaque Offset (Page 56) 
128/Shenandoch Text (Page 56) 
129/Bristol Embossed Cover (Page 56) 
130/Peninsular’s Tuscan Cover (Page 56) 
131/Poseidon Opaque (Page 56) 

132/ Advertisers’ Clearcolor (Page 56) 


133/Circle on Readers’ Service Card 
Gummed Paper 

. +. that stays flat even though subjected 
to severe changes in humidity is featured 
in a Prone sample book. (Page 56) 


134/Circle on Readers’ Service Card 
Publicity Guide 

. . services for the publicity seeker in the 
nation’s non-metropolitan press are ex- 
plained by WNU. (Page 56) 


135/Circle on Readers’ Service Card 
Decorative Allegro 

. @ new typeface import of Amsterdam 
is shown on sample sheets. (Page 57) 


136/Circle on Readers’ Service Card 
Flocked Mylar Samples 

Cellusuede describes the rayon 
flocking of Du Pont Mylar and offers 
sample swatches. (Page 94) 


137/Circle on Readers’ Service Card 
Visual Identity 
. is defined and detailed in a brochure 
offered by the Visual Identity Corp. 
(Page 44) 


138/Circle on Readers’ Service Card 
Typefaces Listed 

. » « Lanston Monotype Co. has a folder 
giving an alphabetical and numerical list- 
ing of its Monotype faces. (Page 44) 


eee 


Use these return cards 
for your copy of publications 
mentioned on this page 





BLACK BOX COLLOTYPE STUDIOS, Inc. 


Photogelatin Printers 


4840 WEST BELMONT AVE., CHICAGO 41, ILL. 


AVenue 3-0O262 


Sales Representatives in principal cities 


Bellevue, Wash 
MAin 4-6056 
in Seattle, Wash 
Cincinnati, Ohio 
GArfield 1-3545 
Dallas, Texas 
WHitehall 3-7573 
Denver, Colo 
AComa 2-5833 
Detroit, Mich 
TRinity 2-7078 
Fayetteville, Ga 
HO 1-3341 


EG) 


. 


Greensboro, N.C 
BRoadway 5-1102 
Indianapolis, Ind 
Liberty 7-1650 
Kalamazoo, Mich 
Fireside 5-0131 
Kansas City, Mo 
BAltimore 1-1933 
Kansas City, Mo 
HArtison 1-6064 
Los Angeles, Calif 
HOllywood 2-6751 
Los Angeles, Calif 
MAdison 4-6486 
Louisville, Ky 
MElrose 5-7911 


Massillon, Ohio 
TEmple 3-6015 


POSTERS 


EG LIL e 


Minneapolis, Minn 
FEderal 6-6878 
New York, N. Y. 
PLaza 5-4720 
Pittsburgh, Pa. 
WAlnut 1-4443 
Rochester, N. Y 
GReenfield 3-0360 
St. Louis, Mo. 
MOhawk 4-2800 


San Francisco, Calif. 
DOuglas 2-7673 


Sheboygan, Wisc. 
GLencourt 2-5982 


STREAMERS MEG 


MURALS 


e PRESENTATIONS 


EGIL 
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DISPLAYS 





PAPER FOR 


BETTER 


Carlton Bond is an extra-value sheet made to 
make an impression with a profit every time! 
In bright white and eight significant colors, 
it is finished in a size for every office use 
or any pressroom need. And it is triple-seal 
wrapped to retain mill freshness. Ask your 
Carlton Bond merchant for samples today! 


THE NORTHWEST PAPER COMPANY 


lar 


Cloquet, Minnesota 


Mills at Cloquet and Brainerd, Minnes 
SALES OFFICES 
th Wacker Drive « St. Louis 3, Shell Building 
hay Tower « New York 17, Graybar Building 











